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Rough Proofs 


A newspaper book reviewer seems 
to think that a chap by the name of 
Paul Bunyan had something to do 
with Pilgrim’s Progress. But that’s 
what’s likely to happen to seven- 
teenth-century fame any day. 
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Frank J. Kahrs says that the pros- 
pect of “remedial legislation” is a 
spectre to frighten advertisers. The 
reason they’re scared is that most of 
the remedies are guaranteed to kill 
or cure. 
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It seems that Dr. Roby’s Brazilian 
hair-curling liquid was advertised in 
The Saturday Evening Post away 
back in 1847, proving once more than 
while times and customs change, 
human nature stays about the same. 
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A political commentator suggests 
that Professor Tugwell’s New Year’s 
resolution is “To be seen and not 
heard.” It will probably meet the 
sad fate of most New Year’s resolu- 
tions. 

vv?" 

“A man never pays attention to the 
lady who darns his socks,’ says a 
feminine correspondent of Collier’s, 
“because he knows what makes her 
click.” 

Another possible explanation is 
that he also knows what makes her 
cluck. 
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Don’t you feel sorry for all those 
‘poor coffee victims who didn’t want 
to imbibe so late, but simply had to 
take another cup because the stony- 
hearted hostess insisted? They’re all 
first cousins of your old friend Cas- 
par Milquetoast. 
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Mrs. William LaVarre took exactly 
30,000 Camels with her on her ex- 
pedition to the South American jun- 
gles. With a lift of that proportion, 
scaling the Andes should have been 
a picnic. 
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A federal judge has held codes that 
fix prices to be illegal, and the NRA 
has misgivings on the same score. 
That seems to make it unanimous. 
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If you’re in any doubt at all about 
the public benefits conferred by ad- 
vertising, just note the expanded 
campaign for pre-shrunk fabrics to be 
run in 1935. The name Sanforized 
will protect many an innocent gullet 
from semi-strangulation. 


7 FF 


The FTC relates with satisfaction 
the decline in publication advertis- 
ing of “fake medicines and other 
purported cures for human ailments.” 
But don’t worry about the other ani- 
mals—they can’t read, anyway. 
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When Alexander Woollcott, who 
likes his double-o and double-t, tried 
to show a translator of Proust just 
how it should have been done, he 
speedily got double-l. 
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Kleinert’s dress-shields were de- 
veloped in 1883 by a manufacturer of 
ear-muffs. In spite of that serious 
handicap, he evidently had his ear 
to the ground. 


* Ff 
The oldest things in the house are 
yesterday’s newspaper and last 


week’s Christmas tree. 


Cory Cus. 


CHEVROLET SEES 
PRICE-APPEAL AS 
MOSTIMPORTANT 


Fisken Predicts Intensified 
Advertising 


Detroit, Mich., Jan. 3.—Immedi- 
ately following its initial full-page 
blast claiming leadership for 1934, 
Chevrolet Motor Company yester- 
day launched the second insertion 
of its 1935 drive. The copy was a 
full-page invitation to all Detroit to 
a special pre-showing of the new 
Chevrolet models which opened last 
evening in Convention Hall. The ex- 
hibition, which makes it possible for 
Detroit to view the new cars before 
they are displayed to the rest of the 
country, will continue through Sun- 
day. 

The balance of the campaign will 
assume nationwide proportions with 
the opening of the New York show 
Jan. 5. Although details of the pro- 
gram were not discussed, C. P. 
Fisken, advertising manager, re- 
vealed the magnitude of the ensuing 
campaign when he summarized the 
1934 activities with the statement 
that 1935 will see sales promotion 
and advertising considerably inten- 
sified. 

In 1934, Mr. Fisken stated, Chevro- 
let showed its faith in the news- 
papers by placing the great bulk of 
its advertising expenditures in more 
than 7,300 newspapers throughout 
the country. Newspapers formed the 
backbone of the campaign with the 
majority on a regular schedule aver- 
aging from two to four insertions 
per month throughout the year. In 
support of these, Chevrolet used out- 
door panels in every community 
served by a Chevrolet dealer. Be- 
sides a magazine schedule embrac- 
ing 124 national farm, class and 
vocational mediums, Chevrolet also 
employed intensive direct mail, 
radio and highly ornamental and 
spectacular outdoor displays such as 
the company’s “world’s largest elec- 
trical sign” on Chicago’s Michigan 
Boulevard. 


Aims at Low Price Field 


In 1935, Chevrolet will continue to 
plug for low price leadership with 
the theme: “Quality at Low Cost.” 
The two new series of passenger 
cars, W. E. Holler, general sales 
manager, states, and the time-tried 
commercial cars and trucks, give 
Chevrolet an “inside track” to the 
widest market it has ever enjoyed. 
The broadened passenger car mar- 
ket, upon which the major part of 
this year’s increase is anticipated, 
will be completely blanketed, the 
company claims, with its new prod- 
ucts and new price range. 

The coverage embraces two lines, 
the new standard and the new de 
luxe master series. The first is de- 
scribed as the full-sized, high-quality 
car providing economical, depend- 
able transportation at a price which 
millions can pay; the second, as the 
aristocrat of the low-priced field 
whose beautifully restyled bodies, 
numerous mechanical refinements, 
and all-around value appeal will 
push Chevrolet’s conquest of the 
slightly higher-priced market to new 
heights. 

Of the two, the new standard will 

(Continued on Page 28, Col. 2) 


ASKS FOR SAFETY 


DEATHS IN MARINE DISASTERS 
IN THE WHOLE WORLD! 
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The Travelers insurance companies 

greeted the New Year appropri- 

ately with ‘his three-column news- 

paper advertisement urging more 
careful driving. 


DISTILLERS CODE 
CENSORSHIP NOW 
IN FULL EFFECT 


New FAGA Regulations May 
Change Picture 


Washington, D. C., Jan. 3.—While 
the general advertising regulations 
defining unfair competitive practices 
have not been made public by the 
Federal Alcohol Control Administra- 
tion, the distillers’ code authority is 
now definitely enforcing code regu- 
lation No. 2 which provides that 
advertisements for distilled products 
must be approved before publication, 
ADVERTISING AGE was informed today 
at the office of Dr. J. M. Doran, 
supervisor of the distilled spirits in- 
dustry. 

The regulations requiring submis- 
sion in advance of all copy for dis- 
tillers were countersigned Nov. 12, 
1934, it was explained, but they al- 
lowed the supervisor discretionary 
authority in putting them into effect 
so far as advertising appearing in 

(Continued on Page 30, Col. 5) 


Self-Regulation Seen 
As Best Solution to 
Advertising Problems 


————— 


Advertising Federation Inquiry Reveals Gener- 
al Agreement on Its Value 


New York, Jan. 3.—The determi- 
nation of advertising leaders to in- 
crease the effectiveness of copy 
through a system of self-regulation 
which will eliminate insincere and 
extravagantly-phrased advertising, 
as well as the small volume of 
copy which could be classed as dis- 
honest, is clearly revealed in the 
response to an inquiry by the Ad- 
vertising Federation of America to 
determine the consensus with re- 
pect to the best methods of com- 
batting criticism of advertising. 

Many of the more than 200 adver- 
tising men and women whose com- 
ments were received at Federation 
headquarters suggested that plans 
for copy control similar to that ad- 
vocated by the Association of Na- 
tional Advertisers, Inc., be adopted 
at once. The A. N. A. plan provides 
for the formation of cooperative 
copy censorship committees by 
mediums and for the executive 
powers of the committees to be ex- 
ercised by one or more advertising 
czars. 

Replying today to those who had 
submitted suggestions, Chester H. 
Lang, president of the A. F. A., and 
manager, publicity department, Gen- 
eral Electric Company, Schenectady, 
said in part: 


Some Criticism Justified 


“Some took the position that many 
criticisms of advertising are justi- 
fied and that advertising copy must 
be improved before we can expect 
the public to have the confidence in 
advertising so essential if expendi- 
tures for this important selling tool 
are to produce the results adver- 
tisers have a right to expect. 

“As a result of the study, the 
board is determined insofar as funds 
permit, to gradually expand and in- 
tensify our educational work in the 
following respects: 

“First, to urge among publishers 
and proprietors of the mediums 
stricter control of copy, toward the 
end of greater sincerity and elimi- 
nation of unwarranted claims. We 


Last Minute 


News Flashes 


“Comic Weekly” Announces Rate Increase 
New York, Jan. 4.—The Comic Weekly today announced a new rate card 
will be issued Feb. 1. The new rates will be pages, $10,000; back covers, 
$12,000; spreads, $18,000. Orders will be accepted at current rates until 
Jan. 31 for publication prior to Aug. 1, 1935. The publication, which is 
distributed with the 17 Hearst Sunday newspapers, will be changed from 
standard to tabloid size with the Feb. 3 issue. 


Mac Harlan Leaves Household Finance - 
Chicago, Jan. 4.—Mac Harlan, for the past several years advertising 
director of Household’ Finance Corporation, has resigned effective March 1. 
He has not announced his future plans. 


“Delineator’” Acts to Reduce Circulation 
New York, Jan. 4.—Butterick Company will increase the single copy 
price of Delineator from 10 to 15 cents effective with the April issue, 
Editorial standards will be raised and new features added. 
Circulation will be voluntarily reduced 600,000 and rates adjusted 


accordingly. 


believe these matters are best con- 
trolled ‘at the neck of the bottle.’ 
Advertisers and agencies will be 
urged to cooperate. 

“Second, and simultaneously with 
our continued best efforts to elimi- 
nate ‘bad’ advertising at the source, 
we plan through the means of the 
educational and public work of our 
numerous affiliated clubs and the 
many contacts we have with other 
organized groups outside of advertis- 
ing circles to sup 
ply a greater vol- 
ume of informa- 
tion bearing upon 
the constructive 
work which good 
advertising of the 
proper sort is 
doing in speeding 
up the processes 
of distribution 
and reducing cost 
of commodities to 
Chester H. Lang the consumer.” 

The third phase 
of the Federation's educational cam- 
paign, according to Mr. Lang, will be 
the preparation by the Federation’s 
bureau of research and education of 
a manual for debaters which will 
state the facts with respect to the 
economic value of advertising and 
modern marketing practices. The 
booklets will be distributed to schools, 
colleges and universities and held 
available for the many correspond- 
ents who request such information. 


Asks A. N. P. A. Help 


In a typical answer to the Feder- 
ation’s query, Francis S. Murphy, 
business manager, Hartford Times, 
urged that mediums set up coopera- 
tive copy censorship committees 
without delay and suggested that 
newspapers might use the machinery 
of the Bureau of Advertising of the 
American Newspaper Publishers’ 
Association for the voluntary censor- 
ship of copy. 

Mr. Murphy supported his recom- 
mendations with evidence showing 
how the situation with respect to re- 
tail advertising had been improved 
by Better Business Bureaus. Lack 
of a similar agency in the general 
field, he believes, has been a factor 
in causing the quality of national 
copy to fall below that of retail 
advertising. 

“The matter of disbelief in adver- 
tising is a development of recent 
years,” said Mr. Murphy. “Looking 
back only a few years, I can hardly 
recall anyone ever raising any ques- 
tion as to statements in advertising, 
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whether local or national, other than 
to question certain national adver- 
tisements of fat-reducing remedies 
and a few other medical advertise- 
ments. There were certain abuses 
in both local and national advertis- 
ing, but the public in general did not 
seem conscious of them. 

“Much national advertising in this 
day and age is ridiculed and not be- 
lieved. I think the copy of a leading 
cigarette manufacturer a few years 
back brought this out very defi- 
nitely, and while that advertising 
was afterwards toned down, it did 
a great deal of harm to advertising 
in general. There ig also much 
criticism of a current cigarette cam- 
paign, the effect of which will be 
felt for some time. 

“I know that national advertisers 
wish to set up a board of censor- 
ship that can work efficiently. I am 
wondering if the Bureau of Adver- 
tising could be used to advantage 
where newspapers are concerned. 
The Bureau, operating in the inter- 
est of no paper in particular, but 
having in mind the good of news- 
paper advertising in general, might 
help in the establishment of an ad- 
visory censorship board. 

“IT sincerely hope that the interest 
that the general public is displaying 
in the subject, which is reflected in 


the attitude of Congress, will bring 


both advertisers and publishers to 
the place where they will directly 
censor their advertising. The job 
needs to be done and it can be done 
far better by those directly inter- 
ested than by the outside public.” 

Richard C. Patterson, Jr., execu- 
tive vice-president, National Broad- 
casting Company, is one of a group 
who emphasize the importance of 
launching a comprehensive educa- 
tional program but who do not over- 
look the necessity for raising copy 
standards through self-regulation. 
“It is gratifying to know,” he said, 
“that the A. F. A. has plans afoot 
to offset the present unfortunate re- 
action of the public against adver- 
tising. It is time that advertising 
had its day in court and the oppor- 
tunity to clear itself of the charges 
made against it. 

“I believe the purging of adver- 
tising within itself and the barring 
of objectionable copy, while impor- 
tant, will not conclusively solve the 
problem. 

“The platform on which advertis- 
ing must build its program of vindi- 
cation should, I believe, include a 
clearer definition of the function of 
advertising than that generally exis- 
tent and should, too, include a com- 
prehensive picture of the service 
that advertising can and does render 
the consumer.” 


New Radio Show for 
General Foods Begun 


Frances Lee Barton’s new show, 
the “Kitchen Party” went on the air 
over an NBC-WEAF network Jan. 4, 
combining cooking instructions and 
entertainment by several artists. The 
program is sponsored by General 
Foods Corporation on behalf of Swans 
Down cake flour, Walter Baker’s 
chocolate, Calumet, Certo, Jell-O, 
Minute tapioca, and Franklin Baker 
Coconut. 

The new program is heard every 
Friday from 3:30 to 4 p. m., EST, on 
38 stations. Mrs. Barton’s program 
for General Foods was _ formerly 
broadcast Thursday mornings. 


Venida on Air Waves 


The Rieser Company, maker of 
Venida Hair Beauty Products, will 
sponsor a 15-minute program starring 
Jack and Loretta over an NBC net- 
work starting Jan. 13. The series 
will be heard each Sunday from 
11:15 to 11:30 a.m. The advertising 
agency is Donahue & Coe, Inc., New 
York. 


G-E Fetes Salesmen 


Four hundred top-notch salesmen 
of General Electric refrigerators, 
ranges and dishwashers, known as 
the G-E Toppers Club, will be 
awarded an expense-paid holiday at 
Miami, Fla., this month, meeting 
there Jan. 21-23. 


After All... 


RESULTS are what 


you want from Radio Advertising 


WLW GETS RESULTS 
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The chart on the left shows the increase 
and decrease in brand preference for 
products in the midwest market. 


Ten leading brands of ten different 
types of commodities were studied as to 
their change in BRAND PREFER- 
ENCE during the fifteen months from 
May 1933 to August 1934. 

The result of the survey showed that 
the products advertised over WLW 
INCREASED an average of 109.3% 
in brand preference during those fifteen 


Those products not advertised over 
WLW showed an average DECREASE 
in brand preference of 13% for the same 


Near the 
Center of 
Population 


300.000 Watts 


Most Powerful in the World 


@ Powered by 500,000 watts, WLW is the logical choice of the radio 


advertiser who sells goods in the midwest market. It offers thorough 
The above chart is proof of its effective- 
ness. Major executives desiring detailed reports of these consumer 


and economical coverage. 


surveys made in their particular fields will be supplied on request. 


THE CROSLEY RADIO CORPORATION 


POWEL CROSLEY, dr., President 


CINCINNATI 


URGES USE OF 
MORETHAN ONE 
TEST FOR COPY 


Cross-Checking by Differing 
Methods Advocated 


Chicago, Jan. 2.—Copy-testing 
should be verified by at least two 
different methods, and preferably 
checked by some form of sales test, 
asserted F. R. Coutant, director of 
research, Pedlar & Ryan, Inc., New 
York, and national secretary, Ameri- 
can Marketing Society, at a dinner 
under the auspices of the society 
at the University Club here Friday 
evening. 

His speech was one of the fea- 
tures of a program to which H. G. 
Weaver, director of consumer re- 
search, General Motors Corporation, 
Detroit, and R. B. Alspaugh, sales 
promotion manager, Armour & Co., 
Chicago, also contributed. The din- 
ner was presided over by C. C. 
Chapelle, director of research, Black- 
ett-Sample-Hummert, Inc., Chicago. 

Mr. Coutant warned against ex- 
pecting too much from copy-testing, 
as he pointed out that a campaign 
which wins in a test may still be 
bad advertising. Some of the rea- 
sons for failure in this field he tabu- 
lated as follows: 

Attempts to assay too many ele- 
ments at the same time; pressing for 
speed and low cost; inability to rec- 
ognize or develop a finding; use of 
wrong method for the task; lack of 
fundamental knowledge of advertis- 
ing functions. There are more man 
failures than method failures, he 
added. 


Describes Methods Used 


Mr. Coutant described the various 
established methods of copy-testing 
now in use, such as the inquiry or 
coupon count, reader recognition, 
prompted or unprompted; consumer 
jury, sales pre-testing and psycho- 
logical scoring. He _ suggested, 
since he believes none is absolute, 
the use of at least two methods to 
provide a check on accuracy. 
“Thinking about inquiry re- 
sponse,” he asserted, “seems to be 
undergoing a change in general ad- 
vertising. Studies by competent men 
show that there is zero correlation 
with sales. Heavy increases in cou- 
pon response have been found in 
some instances to come from terri- 
tories where there are declines in 
sales.” 

There is a new problem to be 
solved in measuring what is called 
“impact,” that is, the impression an 
advertisement makes when first 
seen, Mr. Coutant said. 

“Color in foods,” he continued, 
“makes an impression that cannot 
be measured in response. Full pages 
run consistently have a force which 
cannot be secured with half pages 
made up of similar elements on re- 
duced scales. 

“Progress is being made in psycho- 
logical tests of impact, but no one 
seems to be far enough along as yet 
to announce a method demonstrated 
as sound; however, it seems likely 
to be some form of memory test.” 

Unpromoted recall, in which read- 
ers are asked such questions as 
“What product advertises, ‘Prevent 
runs in stockings’?” has great possi- 
bilities, Mr. Coutant said, although 
it cannot be used to measure a mod- 


est new idea against an old one 
which has been driven in by sheer 
weight of heavy advertising. 

Some of his conclusions on 
testing were as follows: 

The reactions of prospective cus- 
tomers are more important than the 
judgments of professionals in adver- 
tising. 

Consumers Can’t Write Copy 


Good copy cannot be created out 
of consumer opinions. It takes more 
imagination than an average of the 
public’s mind to tempt their reading 
appetites. Writers and artists must 
create. Copy testers can help by 
measuring the respective acceptabil- 
ity of several ideas. 

Copy-testing cannot be learned or 
operated by pants polishers. It is 
a field job for men who know and 
like their fellow humans. 

There is more sense in testing 
new ideas than old ideas in new 
dress. 

If you are in a big hurry, you 
might as well pass up the test and 
use your best judgment. Thorough 
copy-testing is slow and _ costly; 
shallow testing is only a gesture. 

Mr. Weaver commented inform- 
ally on some of the adventures 
which he has had in measuring con- 
sumer desires in the field of automo- 
biles, and likewise in using his own 
organization as a testing ground. 
He emphasized the importance of 
giving careful consideration to the 
suggestions contained in even the 
longest letter written by a con- 
sumer. 

Mr. Alspaugh criticized market 
surveys made by advertising agen- 
cies on the ground that many of 
them are produced merely as a 
means of earning their commissions, 
and suggested more definite objec- 
tives for studies of consumer mar- 
kets and demand. 


copy- 


Advertising Men Serve 
on Birthday Committee 


A dozen or more men, connected in 
some way with advertising, have 
been appointed to the national com- 
mittee on the Birthday Ball for Presi- 
dent Roosevelt, which is preparing 
celebrations in some 1,000 commu- 
nities. 

Included are Merlin H. Aylesworth, 
Barron Collier, Roy Dickinson, Wm. 
Randolph Hearst, Edgar Kobak, Al- 
bert D. Lasker, Bernarr Macfadden, 
Alfred J. McCosker, Frederick E. 
Murphy, Adolph S. Ochs, Wm. S. Pa- 
ley, Joseph M. Patterson, Wm. H. 
Rankin, and Grover M. Whalen. 


Enlarge Mavis Effort 


More than twice as many newspa- 
pers will be used to advertise Mavis 
talcum powder in 1935 as were used 
in 1934, Samuel L. Antonow, presi- 
dent of V. Vivadou, Inc., toiletry and 
cosmetic house, has declared. The 
advertising will be of six months’ 
duration. Sales of Mavis talcum in 
the first nine months of 1934 exceed- 
ed sales for the entire previous year. 


Names Shaw-Betts 


An extensive Western newspaper 
schedule will be the first publicity 
effort of the American Life Insur- 
ance Company of Denver. Shaw- 
Betts, Inc., Denver agency, will han- 
dle the account. 


Takes New Position 


Young E. Allison, formerly of the 
Insurance Field, Louisville, on Feb. 
1 will become associate editor of the 
Weekly Underwriter, New York, in 
charge of the life insurance depart- 
ment. 


Coast Agency Moves 


Los Angeles offices of Logan and 
Stebbins, advertising agency, have 
been moved to larger quarters at 811 
W. Seventh St. 


=o ea ae 


NO OUTDOOR ADVERTISING 
CAMPAIGN 


ket is complete without the O’Meal 
Plants 


designed to cover the Metropolitan Mar- 


in Northern New Jersey. 


ia 


é 


OMealia Outdoor Advertising 


Harry O'Mealia, President. Jersey City,N. JS. 


Co. 
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INCREASE IN RATES! 


Effective February 1st, 1935 


‘an COMIC WEEKLY, distributed through the 17 great Hearst 
Sunday newspapers, will appear in 32-page tabloid size, beginning 
with the issue of February 3rd, 1935. 


Effective February 1st, 1935, advertising rates will be as follows: 


BACK COVER .......... . $12,000 
FULL PAGES (inside) ....... 10,000 
DOUBLE SPREAD ......... 18,000 


Orders will be accepted at present rates until the close of business on January 31st, for 
publication up to August Ist, 1935. After January 31st all orders must carry the new 


rates, as printed above. 


For single pages, copy should be furnished to scale 94x 14% inches. The size of type 
page is 914 x 14%¢ inches. 


For center-spreads, copy should be furnished to scale 19%« x 14% inches. The size of 


type page for center-spread is 19% x 14% inches. 


Closing date is 8 weeks in advance of publication date. 


The Comic Weekly is the only national publication of its kind. It will be the only 
32-page tabloid in the comic weekly field. 


The circulation of The Comic Weekly is now over 5,500,000. 


THE COMIC WEEKLY 


\ sels Mese Mortals be! 
x \ 3 x, pie Nes <- 


NEW YORK | CHICAGO 
959 Eighth Avenue Palmolive Building 
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NASH EMPLOYS 
WHOLE ARSENAL 
FOR NEW LINES 


Unleashes Newspaper Drives 
January 5 


Kenosha, Wis., Jan. 3. — Nash 
Motors Company will follow up its 
Christmas and New Year’s Day mar- 
athon radio broadcasts announcing 
the 1935 Nash and LaFayette cars 
by swinging into newspaper cam- 
paigns Jan. 5. 

The second phase of the largest 
advertising program in the history 
of Nash calls for separate news- 
paper campaigns on the Nash and 
LaFayette, with this sales force 
further intensified by the use of a 
third campaign consisting of a com- 
bination series featuring both cars. 

In all three campaigns, scheduled 
to run simultaneously by means of 
carefully staggered release dates, 
the use of big space will be one out- 


standing feature. The newspaper 
campaigns, which are set for the 
period beginning Jan. 5 up to the 
start of the spring selling season, 
will make use of approximately 
1,100 newspapers. 

The theme of the 1935 Nash ad- 
vertisements will be based upon the 
important physical changes affect- 
ing the cars’ appearance and me- 
chanical structure. Copy will fea- 
ture an entirely new ride built into 
Nash cars through the use of a new 
type springing called “synchronized 
springing,” redistribution of weight 
and “Aeroform bodies.” 


Will Feature Body Lines 


Art work in these advertisements 
will play up the improved appear- 
ance of the new cars through the 
use of streamlined body design with 
built-in trunks on all models. Ten 
important engineering innovations 
and improvements will provide ma- 
terial for additional detail copy. In- 
genious line drawings will be used 
to show how all passengers sit be 
tween the front and rear axles, and 
other line drawings will show how 
the additional width of the bodies 
gives plenty of room for three pas- 
sengers in the front seats. 

In the LaFayette newspaper cam- 
paign starting Jan. 5, copy will 
stress quality and bigness in the 


lowest price car field. This story 
will be enhanced with a dramatic 
portrayal of the exclusive Nash 
feature, “synchronized springing,” 


‘used in 1935 on the LaFayette as 


well as the Nash. Art in the new 
LaFayette advertisements will por- 
tray the car’s gracefully modernized 
lines and detailed sketches will il- 
lustrate the ride produced by the 
new type spring suspension. 

The Nash-LaFayette advertising 
program for 1935 calls for a heavy 
increase in advertising coverage as 
the selling season approaches and 
the addition of magazines and post- 
ers for the spring selling season. 


United Drug Company 
Makes Personnel Changes 


George Frolich, formerly vice-pres- 
ident and general sales manager of 
the United Drug Company, has been 
named director of the company’s re- 
search and technology activities. 

John E. Fontaine, formerly assist- 
ant general sales manager and ad- 
vertising manager, is now general 
sales manager, and is in charge of 
United Drug advertising. Succeed- 
ing to the position of assistant sales 
manager is John M. Considine, for- 
merly manager of the remedies, med- 
icines and pharmaceuticals depart- 
ments. Street & Finney, New York 
agency, handles the United Drug ad- 
vertising account. 


DISCOVERED! 


A New Iowa City of 
290,000 People 


Tn increase of 74,338 copies in The Des 
Moines Sunday Register circulation since 1929 is equivalent 


to discovering a new Iowa city of 290,000 people. 


This 


additional purchasing power can be reached exclusively 
through the advertising columns of The Des Moines Sunday 


Register. 


The Des Moines Sunday Register increase 
since 1929 is greater than the total circulation of any other 


Iowa newspaper. 


DES MOINES REGISTER 
AND TRIBUNE 


DAILY 261,076—A. B. C.—252,092 SUNDAY 


Lowest milline 


rates in Iowa. 
Daily $1.91 


Sunday, $1 98 


39% COVERAGE OF 


IOWA FAMILIES 


AB.C. SLASHES 
ANNUAL CHARGE 
TOADVERTISERS 


Sliding Scale Replaced by 
$40 Fee 


Chicago, Jan. 3.—In the hope of 
augmenting its list of advertiser- 
members, the Audit Bureau of Cir- 
culations this week slashed member- 
ship dues of this class to $40 a year. 
Hitherto advertisers have paid a 
sliding scale ranging upward from 
$60. Under the new arrangement, 
their membership fee will entitle 
each to 100 reports, which will cover 
the requirements of the majority. 
The new rate took effect Jan. 1, 1935. 

The A. B. C.’s outline of the back- 
ground which caused this decision 
said: 

“For a long time it has been real- 
ized that the number of advertisers 
holding membership in the Bureau 
did not represent the real interest 
of advertisers as a body in the prin- 


ciple of audited circulations or in 
the service rendered. It has been 
well understood that so long as 
membership requirements, including 
dues, were on a service basis, ad- 
vertisers could not be attracted be- 
cause they were already getting the 
service and data either through 
their advertising agencies or from 
publishers direct. 


Placed on Support Basis 


“It was therefore decided to re- 
vise the dues structure and place it 
upon a support basis, rather than 
upon a service basis. Under the 
new plan adequate provision has 
been made for fitting Bureau service 
to every advertiser’s needs without 
the waste of duplicating service to 
members who prefer to receive 
data through agencies. 

“Thus, any advertiser member 
may receive reports on any 100 pub- 
lications he may wish to have at 
his instant command, regardless of 
the more complete service he ob- 
tains through his agency. If he 
wants more, he may obtain them 
from the Bureau at nominal cost.” 

Applications of 42 national adver- 
tisers for membership under the new 
scale have already been received 
through the efforts of President 
P. L. Thomson. A large number 
of others is expected to affiliate with 
the A. B. C. in the near future. 

The advertiser-membership of the 
A. B. C. has always represented a 
small minority in the organization 
because of the situation outlined— 
ability of advertisers to get any 
desired information through their 
agencies. At the time of the last 
A. B. C. meeting, only 106 national 
and 25 local advertisers were mem- 
bers. This contrasts with 125 adver- 
tising agencies and 1,466 publica- 
tions. 

With the inauguration of the new 
scale, meetings will be held in New 
York, Chicago, and other cities at 
which A. B. C. representatives will 
endeavor to enlist the interest and 
support of advertisers. T. F. Dris- 
coll, advertising manager of Armour 
& Co., and an A. B. C. director, has 
been designated to take charge of 
the Chicago campaign. 


Joins McCann-Erickson 


R. C. Grahl, vice-president of the 
Packer Outdoor Advertising Com- 
pany and for the past several years 
in charge of eastern offices of the 
Packer Corporations and Central Out- 
door Advertising Company, Inc., has 
joined McCann-Erickson, Inc., New 
York. 


Newmyer Leaves 
N. O “Tribune” 


A. G. Newmyer, for 23 years busi- 
ness manager of the New Orleans 
Item, and later the Tribune, 
morning edition of the Item, has re- 
signed from that post. It is reported 
that he will shortly join the Hearst 


newspapers in an executive capacity. 


Packer Consolidates 


Texas Outdoor Plants 


The Sunset System of San An- 
tonio, the Rio Grande Valley Adver- 
tising Company, and the Kaybee Pos- 
ter Advertising Company, Texas out- 
door plants, > ceneeeeree of the 
Packer Corpofation, Cleveland, were 
combined as of Jan. 1, under the 
name Packer Corporation of Texas, 
Harry H. Packer, president of the 
parent company, has announced. 

The Packer Corporation of Texas 
operates in the Austin and San An- 
tonio districts, as well as throughout 
the Rio Grande Valley territory in 
Texas. J. A. Shults is vice-president 
and general manager of Texas oper- 
ations. 

J. A. Goebel is now the represen- 
tative in New York and the 
Eastern territory for the Packer Cor- 
porations and the Central Outdoor 
Advertising Company, Inc., succeed- 
ing R. C. Grahl. Mr. Goebel pre- 
viously was with the Reddington 
agency, and subsequently with Cal- 
kins & Holden, New York. 


Socony Renews Series 


Soconyland Sketches, a_ series 
maintained continuously on the air 
for seven years, and sponsored by the 
Socony - Vacuum Oil Company, has 
been renewed for broadcast over the 
WABC-Columbia network. Two new 
stations, Rochester and Syracuse, 
have been added to the network. 


Appoint E. L. Davis 


Ewin L. Davis, vice-chairman of 
the Federal Trade Commission dur- 
ing 1934, has been designated by that 
body to serve as chairman during 
1935. Judge Davis was appointed to 
the commission by President Roose- 
velt May 23, 1933. 


STREAMLINED 
SELLING 


Name an organization with a 
smooth-running sales force that 
is clicking on all eight, and ten 
to one you wili name a company 
that has a very stable advertis- 
ing policy. 


Such a company looks upon 
advertising as the streamlining 
that accelerates the selling proc- 
ess. It eases resistance, light- 
ens the load of the salesman, 
and gets around in the market 
place with the greatest of ease. 


In the great engineering-con- 
struction industry, where buyers 
shift from project to project and 
even from country to country, 
you need a streamlined selling 
program. You need speed and 
you need sustained selling effort 
without breaking down the mo- 
rale or the endurance of the 
salesman. You can’t use man 
power alone to follow buyers 
who are operating on a horse 
power basis. 


For speed in getting your sales 
points before all factors in the 
engineering-construction indus- 
try, regardless of title or loca- 
tion—for giving your selling the 
streamline advantages—the log- 
ical program calls for a steady 
schedule of advertising in— 


Rete See Tay ee oe 


“ENGINEERING - 
NEWS-RECORD © 
CONSTRUCTION | 
gi" METHODS | 


McGraw-Hill 


Publications 
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LIMI i WIRES... 
Some correspondence in the life of 
- a — 
a big automobile advertiser ! 
G. B. BUMPUS, R. V. ZIMS, 
GEN. SALES MGR., DE SPIFFY AUTO CO., BROOKLYN DISTRIBUTOR, DE SPIFFY AUTO CO, 
DETROIT, MICH. 
YOUR LATEST MONTHLY SALES AT HAND AND ARE THEY LOUSY 
JUST SAY IT WITH FLOWERS STOP CUSTOMER BOUGHT A STOP MAYBE OSSOBUBOVITCH NEEDS SOME LOCAL BACKING 
G. B. BUMPUS, FLYAPLANE EIGHT STOP NATIONAL HOOKUP IS SURE A BIG HELP STOP WE ARE SHOOTING TEN WEEK SCHEDULE IN THE NEWS STOP 
GEN. SALES MGR., DE SPIFFY AUTO CO., LOCALLY STOP DONT YOU THINK WE COULD ADD SIBERIA AND WILL PICTURE DE SPIFFY CAR IN ACTION AND MAKE PEOPLE 
DETROIT, MICH. PAGO PAGO STOP A WORLD HOOKUP WOULD GIVE ME A SWELL = WANT CAR BY STRONG MERCHANDISING COPY STOP ADS WILL 
SWELL FLUTE SOLO BY OSSOBUBOVITCH IN LAST NIGHTS DE HAND IN BROOKLYN GET MORE THAN ONE MILLION SIX HUNDRED THOUSAND 
SPIFFY SYMPHONY BROADCAST STOP THE FACTORY IS SURE R. V. ZIMS, CIRCULATION STOP ARE YOU HAPPY QUERY 
GIVING THE BOYS ON THE SHOWROOM FLOOR A BIG HAND STOP BROOKLYN DISTRIBUTOR es 
HAD TWO INQUIRIES ALREADY STOP ONE OLD LADY WANTED 0 eee 
WOULD WE PLEASE PLAY LOVES SWEET DREAM AND OTHER — *- V-ZIMS, GEN. SALES MGR., DETROIT 
BROOKLYN DISTRIBUTOR, DE SPIFFY AUTO CO. 
WANTED TO KNOW WHO CALLED OSSOBUBOVITCH A FLUTE onli dibiticidli en an 
PLAYER STOP PLEASE ADVISE _— BOARD OF DIRECTORS THINK INADVISABLE ADDITION OF SIBERIA = pre es sie Pesan : 
sceienineaeneesiiaitti AND PAGO PAGO AT THIS TIME WILL CONSIDER LATER STOP WHAT ai an pine pane: apinagalienpretel 
DE SPIFFY AUTO CO THE HELL IS HAPPENING TO CAR SALES IN YOUR TERRITORY 
’ SHIPMENT AND SPECIAL COUPE JOB 
BUMPUS R. V. ZIMS, 
R. V. ZIMS, BROOKLYN DISTRIBUTOR 
BROOKLYN DISTRIBUTOR, DE SPIFFY AUTO CO. G. B. BUMPUS, R. V. ZIMS, 
N. BROOKLYN DISTRIBUTOR, DE SPIFFY AUTO CO. 
PLEASE LIMIT WIRES TO MATTERS PERTAINING TO CAR SALES pte DE SPIFFY AUTO CO., 
salaai nail CARLOAD OF CARS EN ROUTE STOP CONGRATULATIONS 
TRA LA TRA LA CAR SALES HAVE GONE TO FLYAPLANE AND purus 
OSCEOLA STOP MAYBE IF WE DID A NEWSPAPER JOB LIKE «nonin 
G. B. BUMPUS, FLYAPLANE 1S DOING THE PROSPECTS MIGHT KNOW SOMETHING GEN. SALES MGR., DE SPIFFY AUTO CO. 
GEN. SALES MGR., DE SPIFFY AUTO CO., ABOUT OUR CAR STOP JUST TALKED TO JOE CLINCHEM AT DETROIT, MICH. 
es np rey oe ee oe oo ee ee ONT THANK ME THANK NEWS ADVERTISING STOP JUST MA 
OKAY STOP AFRAID IM LOSING PROSPECT FOR DE SPIFFY SUPER OSSOBUBOVITCH STOP SHALL | ACCEPT URGENT a BEA 
SWELL SALE STOP CUSTOMER CAME IN WITH COPY CLIPPED FROM 
SPECIAL STOP THE DUMB PROSPECT SEEMS ALL HOPPED UP 
R. V. ZIMS, THE NEWS ALL EXCITED ABOUT PICTURES SHOWING CUSHION 
ABOUT TRIPLE KNEE ACTION OF FLYAPLANE EIGHT ADVERTISED BROOKLYN DISTRIBUTOR 
COMFORT AND TEXT DESCRIBING NEW REVOLVING GEARSHIFT 
IN NEWSPAPER HERE STOP | PLAYED PHONOGRAPHIC RECORDING 
STOP SOLD HIM TWO DE SPIFFYS FOR CASH STOP GUESS WHAT 
OF OSSOBUBOVITCHS FLOWERS IN THE SPRINGTIME WOOD STOP 
R. V. ZIMS, HIS NAME WAS 
CUSTOMER KEEPS BRINGING OUT AD ON KNEE ACTION STOP BROOKLYN DISTRIBUTOR, DE SPIFFY AUTO CO. R. V. ZIMS, 
WOULD YOU SUGGEST | TRY MOONLIGHT ON THE BREAKING SEA BROOKLYN DISTRIBUTOR 
ob Ueeatane Gh milan ten HEN WA OO YOUR WIRE DOESNT MERIT ANSWER STOP NOTICE YOUR MONTHLY RV. ZIMS, 
MINOR STOP. PLEASE WIRE QUICK SALES ARE OFF AGAIN PLEASE EXPLAIN BROOKLYN DISTRIBUTOR, DE SPIFFY AUTO CO. 
R. V. ZIMS, BUMPUS WELL WHAT WAS HIS NAME 
BROOKLYN DISTRIBUTOR BUMPUS 
G. B. BUMPUS, 
G. B. BUMPUS, 
R. V. ZIMS, GEN. SALES MGR., DE SPIFFY AUTO CO, oo aay CET SESE ) 
BROOKLYN DISTRIBUTOR, DE SPIFFY AUTO CO. DETROIT, MICH. ' ‘ a 
OSSOBUBOVITCH 
MISTER BUMPUS CUT OF TOWN STOP WITH THE NATIONAL GOT A NEW IDEA FROM OSSOBUBOVITCHS BROADCAST LAST R. V. ZIMS, 


HOOKUP BACKING YOU SHOULD HAVE NO TROUBLE CLOSING SALE 
OF DE SPIFFY SUPER STOP 


CASPAR Z. CULLOT, 
ASST. TO G. B. BUMPUS 


NIGHT STOP IM GONNA SELL BY EAR STOP WATCH MY SALES 
FROM NOW ON 


R. V. ZIMS, 
BROOKLYN DISTRIBUTOR 


NEW YORK'’'S °* 


Tribune Tower, Chicago * Kohl Building, San Francisco + 220 EAST FORTY-SECOND STREET, NEW YORK CITY 


43 NEWS 


PICTURE NEWSPAPER 


BROOKLYN DISTRIBUTOR 
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SALES OF MAIL 
ORDER, CHAIN 
GROUPS CLIMB 


1934 Banner Year for Many 
Companies 


Chicago, Jan. 3.—Total sales of 27 
leading chain and mail order mer- 
chandising organizations displayed 
sizable gains in 1934, a Chicago 
Journal of Commerce tabulation 
shows. 

Twenty-five chain store companies 
in the first 11 months of 1934 ran 
up aggregate sales of $1,629,781,450, 
a gain of 10.4 per cent over the 
same period of 1933. In November, 
sales by those companies were $154,- 
023,405, an increase of 8.2 per cent 
over November, 1933. 

The two mail order-chain store 
companies, Montgomery Ward & 
Co., and Sears Roebuck & Co., reg- 
istered large gains in 1934. 

Sales by Montgomery Ward leaped 


from $167,877,772 in the first 11 
months of 1933, to $224,044,496 in 
the same period of 1933, a gain of 
33.5 per cent. 

Sears Roebuck sales went from 
$250,082,074, in the first 48 weeks of 
1933, to $297,815,977 in the 48 weeks 
of 1934, to Dec. 3, an increase of 
19.1 per cent. 

Following are sales totals for 
some of the leading chain store com- 
panies, for the first 11 months of 
1934, the same period of 1933, and 
the percentage of increase or de- 
crease: 

Figures of Leaders 

F. W. Woolworth Company, $231,- 
113,874, $213,516/804, 8.2 per cent 
gain; Safeway Stores, Inc., $222,209,- 
946, $201,882,715, 10.1 per cent gain; 
Kroger Grocery & Baking Company, 
$202,602,494, $188,768,413, 7.3 per 
cent gain; J. C. Penney Company, 
$182,732,870, $152,946,134, 19.5 per 
cent gain; 

S. S. Kresge Company, $116,213,- 
198, $106,001,964, 9.6 per cent gain; 
American Stores Company, $104,- 
387,211, $99,999,358, 4.4 per cent 
gain; First National Stores, $98,741,- 
227, $91,461,757, 8 per cent gain; 
W. T. Grant Company, $70,549,591, 
$65,196,893, 8.2 per cent gain; S. H. 
Kress & Co., $63,250,206, $53,577,431, 
18.1 per cent gain; 


National Tea Company, $55,937,- 


815, $57,633,766, 3 per cent decrease; 
Walgreen Company, $48,629,819, $42,- 
094,383, 15.5 per cent gain; J. J. 
Newberry Company, $34,262,001, $29,- 
078,171, 17.8 per cent gain; H. C. 
Bohack Company, $27,753,849, $27,- 
413,545, 1.2 per cent gain; and G. C. 
Murphy Company, $23,484,630, $18,- 
254,209, 28.7 per cent gain. 


Year’s Diction Award 
Goes to Wallington 


James Wallington, National Broad- 
casting Company announcer, has 
been given the annual award for 
“the best radio announcing” by Ra- 
dio, Stars Magazine, following a vote 
by a board of review composed of 22 
newspaper radio editors. 

Mr. Wallington’s closest competi- 
tors were David Ross, Columbia 
Broadcasting System, and John S. 
Young, NBC. Awards from 1930 to 
1933 have gone to Alwyn Bach, NBC; 
John W. Holbrook, NBC; David Ross, 
CBS; and James Wallington. 


Urges Textile Research 


Establishment of a research labo- 
ratory by the textile industry to help 
maintain American prominence in 
world markets was urged by M. D. C. 
Crawford, curator of the Rosenwald 
Museum of Chicago, and research ed- 
itor of Fairchild Publications, in a 
recent speech before the Art-in- 
Trades Club in New York. 


Manamar Animal 


Food Maker to 
Expand Effort 


Chicago, Jan. 2.—Launching a 
campaign for nationwide business, 
the Philip R. Park Company of San 
Pedro, Cal., manufacturer of Ma- 
namar, an animal food made from 
kelp, has appropriated for 1935 
advertising a sum _ several times 
larger than it has previously spent. 

Distribution work and several test 
campaigns during recent years have 
proven the ready acceptance of the 
product. Sales for 1934 exceeded 
those for any previous year. 

Under the new plan, Park & Pol- 
lard, feed manufacturer of Buffalo, 
N. Y., will handle distribution of 
Manamar in 13 Northeastern states 
and advertising in that territory will 
be run in cooperation with that con- 
cern. 

In the territories west of Buffalo, 
various state and sectional farm 
papers will be used to fit conditions. 
Trade papers in the feed field will 
also be used. The campaign will 
be directed by the Chicago office of 
Campbell-Sanford Advertising Com- 
pany. 


RAPIDCiiai 


The Largest Plate Makers in the World 
Branch Offices . . . 


Airplanes now travel across the continent at 200 miles an hour or 
more... and that is Rapid’s speed of delivery. No organization has 
given closer study than Rapid to the question “how to get there 
fast!’’ No organization has a better grasp of transportation facilities 
to every part of the country. Train... truck... airplane — all 
serve Rapid’s fast schedules — all help to place the farthest point on 
the map within bow-shot of Cincinnati. 


Where TIME is an essence in a campaign, Rapid can do a lot to 
change the frown of worry on the agency production manager’s brow 
to a smooth complacency. 


NEW YORK - CHICAGO - 


PHILADELPHIA 


ype (0 


CINCINNATI 


BRIEF AND SIMPLE 


fee sacar greene ones 


Rely on your BRAKES 
... instead of your horn 


BRAKE Lintves 


Full-page Thermoid advertisement 

which will appear in the Jan. 12 

issue of "The Saturday Evening 
Post." 


8-WORD SAFETY 
SLOGAN IS SOLE 
THERMOID COPY 


Trenton, N. J., Jan. 3—In a blunt 
campaign directed to automobile and 
truck drivers, an eight-word message, 
“Rely on Your Brakes Instead of 
Yourn Horn,” will constitute the sole 
copy in brake lining advertising of 
the Thermoid Company during the 
first six months this year. Aside 
from the company’s trade mark no 
other copy will appear to detract 
from the power of this single state- 
ment. 

The Thermoid campaign breaks in 
The Saturday Evening Post for Jan. 
12, and will be repeated each month 
in four other national magazines, and 
magazine sections of 17 newspapers. 

The company’s decision to confine 
its brake lining advertising efforts 
to driving home the eight-word safe- 
ty message is associated with efforts 
of newspapers, public officials, and 
safety councils to bring about safer 
driving and reduce the number of 
accidents, it is stated. 

“We found that there is a sub- 
conscious relationship in the aver- 
age automobile driver’s mind between 
his horn and his brakes,”’ ADVERTISING 
AGE was told by Fred Schluter, chair- 
man of the company. “The more he 
blows his horn, the more agitation 
by the public for noise abatement.” 

It is the belief of the Thermoid 
Company, Mr. Schluter said, that “as 
the leading manufacturer of brake 
lining in the country, our leadership 
might properly express itself in 
broader terms of safety and should 
prove distinctly helpful in reducing 
accidents. 

“To aid in the attempt to accom- 
plish among motorists, greater safe- 
ty and less noise, Thermoid Company 
will devote all of the company’s brake 
lining advertising space, for the 
first six months of 1935, to the pro- 
motion of one simple safety thought, 
namely, “Rely on Your Brakes In- 
stead of Your Horn.” 

The Thermoid company manufac- 
tures radiator hose, belting, and oth- 
er products, as well as brake lin- 
ings. 


Two Resort Hotels 
To Craven & Hedrick 


The Osceola-Gramatan Inn, Dayto- 
na Beach, Fla., has appointed the 
hotel division of Craven & Hedrick, 
New York, to handle its advertising. 
Arthur H. Barnes, the agency’s 
Southern field manager, will contact 
the account. 

The Atlantic City office of this 
agency, in charge of Franklin P. 
Cook, vice-president, has been ap- 
pointed by Hotel Morton of that city, 
with Mr. Cook as account executive. 


Texas Paper Appoints 


Burke, Kuipers & Mahoney, Inc., 
publishers’ representative, New York, 
has been appointed national repre- 
sentative of the Lufkin, Tex., Daily 
News. 
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We've Been Looking | 
at the Dummy 


HILE we've been telling you about America’s “A” Market (“nine out 

of ten Americans live east of the Rockies”) the editors of Fis Week 
have been working quietly with authors and artists, with layout men and typog- 
raphers. 


The first fruits of their labors are now visible. We have been reading manuscripts 
which reveal what famous authors can do when they write for a great audience, 
when they are free to tell a story in the fewest possible words. We have been look- 
ing at the work of famous illustrators enjoying the reproduction possibilities of 
colorgravure. And we have just seen the dummy of Volume I, Number 1. 


What a first night is to Katharine Cornell, what the Automobile Show is to . 
| Walter Chrysler, Volume I Number 1 is to a publisher. The dummy of the first 
issue of This Week is both the promise and the reality. 


On its pages are lettered the names of such outstanding writers as Sinclair 
| Lewis, Fannie Hurst, Roy Chapman Andrews, Dorothy Sayers, I. A. R. Wylie, 
and Rupert Hughes. In the rough photostats of what will be rich gravure illus- 
trations can be recognized, among others, the signatures of Marshal Frantz, 
Howard Chandler Christy, and Gerald Leake. The cover is an oil by Andrew 
Loomis. 


More important than the big names is what shines through the penciled lines 
which say “type goes here.” It is more than type; it is living fiction—and articles 
of broad and compelling interest. It is entertainment and enlightenment for four 
million families. As you flip the pasted pages, your impression is of the essential 
quality, the variety, and the generous quantity of the editorial content. 


RS ARIES a sO 


| The advertising pages also have their big names, their essential quality. Here are 

signatures which stand for the best in American business. The first issue of This 
| Week is not yet rolling off its millions on the presses, but many of the leading 
advertisers of America have already demonstrated their faith in the integrity of 
the 21 great newspapers which sponsor Gis Week, their confidence in the 
strength and soundness of its publishing program. 


A Powerful Sales Force in America’s ‘A Market 


ATLANTA, BALTIMORE, BIRMINGHAM, BOSTON, BUFFALO, CHICAGO, CINCINNATI, CLEVELAND, DALLAS, DETROIT, INDIANAPOLIS, MEMPHIS, MILWAUKEE, MINNEAPOLIS, NEW ORLEANS, NEW YORK, OMAHA, PHILADELPHIA, PITTSBURGH, ST. LOUIS, WASHINGTON 


¥ 5 oe 


~ 


s. “ . ti Wien VX: Ree ——_. BS i al oa XZ. Tee “i ( ; a > “ 
UNITED NEWSPAPER MAGAZINE CORPORATION CHICAGO: 360 N. MICHIGAN AVENUE __ SAN FRANCISCO: 111 SUTTER STREET 
420 LEXINGTON AVE.,NEW YORK ©  petroit: GENERAL MOTORS BLDG. _LOS ANGELES: LINCOLN BUILDING 
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Auburn to Use 
New Chromatone 
Color Process 


Auburn, Ind., Jan. 3.—The lowly 
United States government post card, 
glorified by a new kind of color 
printing described as “chromatone,” 
will be used by dealers of the Au- 
burn Automobile Company in local 
direct mail campaigns to run on the 
heels of the New York automobile 
show, which opens Saturday. 

Manufacturers of cars have had 
great difficulty in the past in induc- 
ing dealers to employ direct mail to 
any great extent, the retailer 
usually feeling that he is paying for 
the maker’s promotion. In this in- 
stance, a series of four post cards 
is offered for four cents, so that it 
is obvious that the dealer pays only 
for the actual postage and gets the 
mailing piece, including an imprint 
of his name, address and telephone 
number, free. This deal has ap- 
pealed so strongly to the Auburn 
clan that they are signing up in 
large numbers. Copy on the card 
-is designed to “sell” a demonstra- 
tion to the prospect. 

The penny post card takes half- 
tones much better than is generally 


suspected. The new color process 
converts the somewhat drab gov- 
ernment product into a thing of 
glory, with vivid flowing color back- 
grounds. While there are actually 
two colors, three or more are sug- 
gested. Special press attachments 
print both colors in one run. 

The Lincoln Printing Company, 
Chicago, which handles much of the 
Auburn direct mail, has applied for 
copyright and patent on the Chrom- 
atone process. 


Names Farson Huff 


Farson Huff Advertising, Louis- 
ville agency, has been appointed to 
handle the advertising of Kentucky 
Distillers Exchange, Inc., formed 
Dec. 1, to buy, sell and trade in 
bonded whisky warehouse receipts. 
The company expects to use financial 
journals in reaching security houses 
marketing warehouse receipts for in- 
vestment rurposes. A. W. Williams, 
Starks Bldg., Louisville, is one of 
the founders of the new enterprise. 


Combine R. C. A. Units 


The R. C. A.-Victor Company and 
the R. C. A. Radiotron Company, two 
wholly-owned subsidiaries of the Ra- 
dia Corporation of America, have 
been consolidated, forming the R. C. 
A. Manufacturing Company, Inc. 
Present officers and management of 
the two subsidiaries continue in their 
respective duties. 


ADDED COMMENTS 
ON 1935 OUTLOOK 
SHOW OPTIMISM 


Chicago, Jan. 3.—Additional com- 
ments from advertising managers 
and advertising agency executives 
on the outlook for advertising in 
1935, received too late for inclu- 
sion in the story which appeared 
in the Dec. 29 issue of ADVERTISING 
AGE, serve to strengthen the opin- 
ion advanced by the majority of 
those quoted that advertising would 
be depended upon as a selling tool 
next year in greater degree than 
during 1934. 

Typical comments received fol- 
low: 


H. S. Gardner, chairman, Gard- 
ner Advertising Company, New 
York: 


“There is every indication that 
the volume of advertising will be 
greater this year than in 1934. I 
doubt very much if legislation will 
hamper advertising and merchan- 
dising — although there will be 
some legislation proposed which 


Tell the Story! 


Ao Cost ‘ 


The above clippings are a few of many appear- 


ing in Toledo, these days. 


Business is 


definitely up in this city of 11,000 different 


industries. 


Employment is 40 per cent ahead of 1933. 


Toledo is definitely out of the depression. 


On every hand is evidence of activity. Pay- 


rolls are lengthening, streets are crowded, 


stores are busy and factories are humming. 


Building reconstructing and remodeling in 


downtown Toledo are greater than for many 


years—new stores, new restaurants, re- 


modeled hotels and enlarged factories. 


The Toledo BLADE sells more papers in 


Toledo than there are homes, and gives com- 


plete coverage at one cost. 


pia 


Paul Block 


and ASSOCIATES 


National Advertising 
Representatives 


NEW YORK 
BOSTON 
CHICAGO 
DETROIT - 
PHILADELPHIA 
LOS ANGELES 
SAN FRANCISCO 


TOLEDO BLADE 


One of America’s GREAT Newspapers 


NEW TRADE CHARACTER APPEARS ON HORIZON 


5 


This jolly tar with apple-shaped head has replaced Bobri match-stick 
drawings used in Laird's Apple Jack advertising during the past year. 
He was created by Helguera under the direction of United Adver- 


tising Agency, New York. 


should not be enacted, and which 
probably will be revised before it 
is passed. I don’t foresee any 
marked changes in copy or art tech- 
nique, but the tendency will prob- 
ably be towards better selling copy. 
The public is taking a look at ad- 
vertising with a skeptical eye and 
it will have to ring true if it is good 
advertising.” 


Thos. H. Corpe, advertising man- 
ager, Buick Motor Company, Flint, 
Mich.: 

“Buick’s advertising plans for 1935 
include weekly and monthly maga- 
zines of both mass and class cir- 
culation, newspapers in several ex- 
tensive lists, with key cities at the 
top, and carefully selected outdoor 
showings in both paint and paper. 
Buick is seeking wide and thorougb 
coverage of its several markets, with 
continuity of appearances in the 
magazines which will be used and 
intensive cultivation of the markets 
by way of local dealer advertising in 
newspapers. 


No Radical Departures 


“As produced today, in four dis- 
tinct series, Buick list prices have 
a range from $795 to $2,175. Based 
on the production of some 80,000 cars 
in 1934, on business prospects in 
general and motor car prospects in 
particular, as they are now discerned 
for 1935, Buick plans for a larger 
production in the coming year. i 
May of 1934, the Series 40 Buick» 
made their entry at the lowest }! 
prices in Buick history and proved 
to be extremely popular with buyers 
who seek size and room, with per- 
formance and known and depend- 
able quality, at a medium price. 

“Buick does not contemplate or 
foresee at this time any striking 
changes in copy or art technique, nor 
in the use of mediums. It is chiefly 
interested in doing a good selling 
job in its advertising and reaching 
as many people and prospective buy- 
ers as possible through as many of 
the sound channels as it can prof- 
itably employ.” 


Henry Mayers, The Mayers Com- 
pany, Inc., Los Angeles, Cal.: 

“We see considerably more ad- 
vertising ahead for 1935 than in 1934. 
The added volume is coming from 
increased appropriations from ex- 
isting advertisers and also from 
new advertisers who we feel will be 
more plentiful in 1935 than in 1934. 

“T feel that the status of the ad- 
vertising agency is continuously 
changing, but that there will be no 
more drastic changes in the basic 
relationships between agencies, cli- 
ents and medium operators in 1935 
than there were in 1934. 

“Any legislation for the control of 


advertising that finally gets through 
I believe will help advertising and 
merchandising more than hamper it. 
For the only kind of legislation that 
will finally be passed will be the 
kind that is directly aimed at the 
quacks and abusers of advertising, 
rather than the general run of ad- 
vertisers. There should be some 
effort made in 1935 to educate the 
public to the fact that most of the 
criticisms laid at the door of ad- 
vertising really apply to a very 
small fraction of the total number 
of advertisers. 

“America has always been a na- 
tion of faddists, and for that reason 
there will continue to be new fads 
in both copy and art technique in 
advertising. I believe the banal type 
of balloon-conversation advertising 
strips will peter out in 1935, al- 
though refinements of this conver- 
sational technique will continue.” 


Jerome B. Gray, Jerome B. Gray 
& Co., Philadelphia, Pa.: 

“I predict there will be big 
doings in 1935. Perhaps we shall 
even witness the first faint rays of 
that new dawn which could mean so 
much to advertising—the dawn of 
Copy Restraint.” 


Cleveland Advertising 
Exhibit Draws Throng 


The Advertising Center Exhibit at 

he Cleveland Exposition is drawing 
‘ ldespread attention, it is reported. 
\ttendance at the exposition, which 
ends Jan. 6, is expected to total 
500,000. Members of the committee 
are Leslie G. Smith, chairman; El- 
dridze Haynes, Dale Wylie, Lester 
G s, G. F. Buehler, J. E. Wiley, 
I!. C, Treharne, F. W. Kiessling, 
Ralph Schwarz and A. T. Wickham. 

Sponsors of the advertising exhibit 
include: McCann-Erickson, _Inc.; 
Fuller & Smith & Ross, Inc.; Reserve 
Lithograph & Printing Company; 
Sutcliffe Studio, Inc.; American Elec- 
trotype Company; Skelly Typesetting 
Company; McDaniel, Fisher & Spel- 
man, Inc; Meldrum & Fewsmith, Inc.; 
Griswold-Eshleman Company. 

Fawn Art Studios; Herman Stein 
Advertising Company; Central Out- 
door Advertising Company; J. & E. 
Company; R. L. Polk Company; Your 
Garden Publishing Company; Cleve- 
land Ad Art Company; Robert Sit- 
erly Company; Stearn Advertising 
Company; Standard Envelope Com- 
pany, and stations WTAM, WJAY, 
WHK and WGAR. 


Candy-Cod Appoints 


The Candy-Cod Distributing Cor- 
poration of New York has appointed 
Redfield-Coupe, Ine., New York ad- 
vertising agency, to direct the ad- 


vitamins in chocolate candy form. 
E. F. Johnstone is the account ex- 
ecutive. 


vertising of Candy-Cod, cod liver oil 
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A CHAMPAGNE APPETITE — 
BUT A BEER 


That old wheeze can be paraphrased to emphasize the — quality and 
low cost of Rotogravure in Metropolitan. 


rr weve wet: Sa ww 


, Previous to 1932 the following was considered good value in Rotogravure 
: —6,101,330 circulation at $20.38 per line. 


Compare this with the cost of Metropolitan Weekly Gravure today. 


| more than 95,325,000 circulation 


at the following rates: 


Open Line Rate . . . $9.50 
5,000 Line Contract . 9.25 
10,000 Line Contract 9.00 


This means that advertisers can now buy Rotogravure, the champagne 
of newspaper advertising, at a lower milline than most newspaper black 
and white millines. 


High visibility, quality printing, and delivery of the advertising punch at 
the point of sale. 


Metropolitan Weekly 


« balti po: obe- 
bla nes chicago ibe e 7 ravure 
clevela ‘ roit 
pittsburgh press- washington star 

est.lovis globe- democrat - « Cc oO l oO Y 


NEW YORK CATCAGO SAN FRANCISCO 
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i The A.N.A. on Self-Regulation 


Bernard Lichtenberg, who spoke 
before the National Association of 
Marketing Teachers in Chicago last 
week on behalf of the Association of 
National Advertisers, carried for- 
ward impressively the drive now 
definitely under way for the develop- 
ment of an effective plan for self- 
regulation of advertising. 

Mr. Lichtenberg ably supported a 
plan which has now been accepted 
as promising most effective control 
and elimination of objectionable ad- 
vertising, namely, through group 
action for each type of advertising 
medium. With competent people in 
charge of the machinery for censor- 
ship and control, and with coordina- 
tion of their efforts provided for, 
the A. N. A. plan is at once simple 
and practical in idea and operation. 

The announcement of the ideas of 
the Association of National Adver- 
tisers on this important subject fol- 
lowed discussion of the suggestion 
of the Advertising Federation of 
America that mediums undertake ac- 
tion looking toward regulation. Thus 
it is evident that sentiment in the 
field is now definite and uniform in 
looking to a _ specific method of 
establishing control of advertising 
within the industry. 

This is a development of first im- 
portance, since it will permit effort 
to be concentrated immediately upon 
the objective of putting a plan 
agreed upon as the best and most 
practicable into action. There will 
be no need for further discussion 
of possible alternatives, since full 
consideration of the whole problem 
for the past year or more has gradu- 


ally developed agreement as to the 
correct procedure. 

Publishers may now proceed to 
organize machinery for advertising 


|supervision and control with the as- 


surance that advertisers are sup- 
porting them, and that full coopera- 
tion will be forthcoming from all 
groups having to do with the placing 
of advertising. Even those who are 
most opposed to government regula- 
tion recognize the necessity of cor- 
recting some conditions which exist, 
and of removing the basis _ for 
criticism which is often applied to 
all advertising, including the great 
bulk of legitimate and honest copy. 

We believe that publication groups 
will recognize that the time has ar- 
rived for action. There is too much 
pressure upon advertising to justify 
a do-nothing policy. The position of 
advertising is too greatly weakened 
by the necessity of explaining or 
defending unethical practices which, 
even though in the minority, tend to 
hamper the whole field. Even the 
big job of educating the public to 
the invaluable service performed by 
advertisers must be secondary to 
the immediate requirement of a 
clean-up by advertising itself. 

Publishers and other groups of 
mediums have the opportunity to 
take advantage of the _ excellent 
methods specifically proposed by the 
Association of National Advertisers, 
and to proceed with the assurance 
of the backing of organized adver- 
tising in general. Under these con- 
ditions they can undertake with 
courage and optimism the primary 
goal of advertising in 1935. 


Lincoln as a Master of Prose 


Advertising men will read with 
exceptional interest and enjoyment 
G. Lynn Sumner’s little volume, 
“Abraham Lincoln and His Books.” 
They will appreciate it as a valuable 
contribution to their craft, since Mr. 
Sumner illumines the education and 
the development of Lincoln as a 
writer in a way which cannot fail 
to be stimulating to all who must 
write for the public. 

The big thing which he empha- 
sizes is the simplicity and clarity of 
expression which are so character- 
istic of Lincoln’s style, and which, 
as Mr. Sumner points out, were the 
result of his “early and long-prac- 
ticed habit of mastery of meaning, 
so that he might make clear to 
others what he had read and what 
he had heard.” He got understand- 
ing, and he learned how to make 
ofhers understand by reduction of 
each idea to its simplest terms. 

There is real significance to writ- 


ers of advertising in this comment. 
The greatness of Lincoln’s writing 
was that it was understandable and 
understood by everybody. No one 
who heard him speak or who read 
what he had spoken was in doubt as 
to his meaning. His words had 
beauty, but they -arried conviction 
becaus2 they ex, essed his ideas in 
clear and unmistakable style. 

Not every writer deals with great 
issues such as those which cor- 
fronted Lincoln and inspired the 
deathless masterpieces which are a 
part of America’s heritage of elo- 
quence. But every writer of adver- 
tising seeks to create belief in the 
truth of what he has to say. He 
can borrow from Lincoln in dismiss- 
ing exaggeration and over-embellish- 
ment of expression, and in relying 
upon clear and simple expression of 
facts, which he himself must thor- 
oughly understand before attempt- 
ing their exposition to the public. 


Voice of the Advertiser 


TRAGEDY STALKS IN THE WAKE OF PROGRESS 


—Judge. 


“We've written to Detroit. Nobody around here knows how to get 
inside of it!" 


Reports Early Gravure 
Printing in Metallic Ink 


To the Editor: In your issue of 
Dec. 29, it is reported that the Chi- 
cago Sunday Tribune used metallic 
silver ink for what was believed to 
be the first time in any rotogravure 
newspaper section. 

We do not know which organiza- 
tion used metallic ink the first time 
in rotogravure printing but the Neo 
Gravure Company of Chicago print- 
ed the Frank & Seder section of the 
Pittsburgh Sun-Telegraph  rotogra- 
vure of Oct. 7, 1932 in metallic silver 
ink with a second color of blue. Since 
the Sun-Telegraph job we have used 
metallic silver with black for print- 
ing a very effective broadside for 
the Great Atlantic and Pacific Tea 
Company and several other commer- 
cial jobs. 

Don CAMPBELL, 
The Cuneo Press, Inc., Chicago. 
v v v 


Roland Hall Wonders 
About Admen’s Loyalty 


To the Editor: After reading your 
editorial about the people in adver- 
tising “who scored only about 50 per 
cent loyalty to their profession,” I 
got to wondering. 

Are these ‘disloyal’ men and 
women in “the advertising business” 
or in some business that uses adver- 
tising merely as a tool of promotion 
—just as they use salesmanship? If 
they are in this latter and large 
group they probably feel less need 
than others for glossing over the 
faults and foibles of advertising prac- 
tice. 

Mr. Editor, I grinningly confess to 
being a sharp critic of present-day 
advertising practice. I deplore the 
intense pressagentry and the strict 
censorship of frank discussion that 
is all too evident. I recognize that 
misleading copy is one of the big 
evils but insist that there are many 
other things in advertising practice 
sorely needing attention. Until the 
“insiders” of advertising show the 
disposition to face these issues fear- 
lessly, we must not wonder at the 
skepticism existing within the ranks. 

Here in the midst of our cry about 
needed reform in copy, we have the 
powerful vested interests of adver- 
tising solemnly proclaiming adver- 
tising to be the cure for most ob- 
stinate cases of overproduction—no 
qualifications, no limitations, no 
credit to other forces of business. 
Then later an equally ridiculous 
statement that the cost of advertis- 
ing is so modest that it amounts to 
only “about two per cent” of the value 
of all goods sold. Is any one chal- 
lenging this specious reasoning and 
special pleading? 

One of the most cautious of the 
Eastern advertising magazines re- 
cently committed itself to the opin- 
ion that most current defenses of 
advertising are weak and that some 
“disgust” those who believe most in 
advertising. A generality but pretty 
plain talk. 

An executive with another @f the 
Eastern business magazines has 
written me that he would like to 
help clean up the considerable 
amount of bunk remaining in adver- 


tising practice but declares that it 
would be taking bread out of chil- 
dren's mouths for his publication to 
attempt such a course. He tells why 
and he adds, “It is a rotten situa- 
tion.” Still plainer talk. 

Yes, I feel some skepticism about 
advertising copy — realizing that 
when men are crying their wares 
we must expect commercialism and 
can rarely have the full truth. I 
have more skepticism about the in- 
tegrity of advertising practice in oth- 
er phases. 

I have been called “defeatist,” 
“iconoclast,” “reformer,” and a few 
other naughty words. Don’t mind 
having “disloyalist’” added. I owe 
allegiance to the manufacturer who 
hires me, not to “the advertising 
business.” And as long as the U. 
S. Constitution stands, I believe in 
the principle of free speech. If ad- 
vertising practice can’t stand the 
fire of free criticism, so much the 
worse for it. 

S. Roranp HAttr, 


Easton, Pa. 
v v v 
Capitalizes on Approval 


of Copy by Code Group 

To the Editor: Knowing that Ap- 
VERTISING AGE is always anxious to 
publicize that which is new in the 
advertising business, I am enclosing 
herewith a proof of a liquor adver- 
tisement which we have prepared for 
our client, the National Distilling 
Company—one that appeared in Mil- 
waukee newspapers on Sunday, Dec. 
30. 

The advertisement is not unusual, 
but we draw your attention to the 
two lines at the bottom of the ad- 
vertisement—and most particularly 
to the one that reads, “This adver- 
tisement approved by the Code Au- 
thority.” 

We believe this is the first instance 
where advertising copy that has ap- 
peared carried the legend which 
would indicate that the Distillers’ 


Code Authority had approved that 
particular advertisement — this de- 
spite the fact that new regulations 
appertaining to all liquor advertis- 
ing require such approval. 

We point this out as evidence of 
how the advertiser and the advertis- 
ers’ agency are really taking advan- 
tage of this regulation which the in- 
dustry as a whole, at first at least, 
resented. 

L. I. ARCHER, 
Assistant General Manager, 
Klau-Van Pietersom-Dunlap 
Associates, Inc., Milwaukee, 
Wis. 

7, | 


“It’s Only Advertising; 


Don’t Take It Seriously” 


To the Editor: Your editorial in 
the Dec. 22 issue, “Do Advertising 
Men Believe in Advertising?” should 
stir up the animals. 

It is my belief that many adver- 
tising men just don’t believe and 
I'll try to tell you why. In the first 
place they are not actually adver- 
tising minded, due chiefly to a la- 
mentable lack of knowledge and ex- 
perience in business, either as pro- 
ducers or manufacturers or in some 
department of wholesale or retail 
distribution. 

Is it any wonder, therefore, that 
much copy these days is of the wise- 
cracking type or the out-and-out in- 
sincere hokum stuff—the kind that 
prompts that too familiar comment: 

“It’s only advertising so don’t take 
it seriously.” 

A. C. G. HAMMESFARR, 

Metronolitan Sunday Newspapers, 

New York. 


; 2. 
Higgins Reports a Case 


of Mistaken Identity 

To the Editor: Either your Bos- 
ton correspondent celebrated the 
holidays unusually well or we in 
this office are crazy! The personal 
item on page 18 of your Dec. 22 
issue referring to “Mrs. Claude S. 
Hartwell, wife of the Richardson, 
Alley & Richards account execu- 
tive” is peculiar in that the name 
used is a partial combination of my 
name and that of George W. B. 
Hartwell who is one of our account 
executives. Neither of us can claim 
a wife past or present although I 
will make no promises for the fu- 
ture. 

If your correspondent had care- 
fully checked his data he would have 
found out that there is a Mrs. 
Claude S. Hartwell actively asso- 
ciated with the Crosscup-Pishon Post 
American Legion whose husband is 
in the advertising business, I be- 
lieve, but is not connected with this 
organization. 

I agree that “Needy veterans’ fam- 
ilies benefit from this activity” of 
Mrs. Hartwell, but I cannot say that 
anyone else will benefit from the 
item because of its incorrect facts. 

CLAupE A. HiGe61ns, 
Richardson, Alley & Richards Com- 
pany, Boston. 


NEW YEAR! 


May NineteenThirty-Five bring you in brim- 
ming measure the good things that now 
are definitely on their way — prosperity, 
“the full dinner pail,” depression’s end! 
If in our small way we can contribute to 
the conviviality of this Happier New Year 
of 1935, we shall be well repaid for our 
pains in keeping Mistletoe Gins and 
Kummel unsurpassed in quality and flavor. 


Cheerio— and a couple of Gesundbeits! 


NATIONAL DISTILLING CO., Milwaukee 
“Whe Gin Mouse of America Since 1882" 


MISTLETOE 


GIN 


ss 


This advertisement APPROVED by the Code Authority. 
Not intended to offer alcoholic beverages fur sale or delivery in any state or community wherein advertising, sale, or use thereof is unlawful. 
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ADVERTISING AGE 


“Gentlemen: We Mortons need a lot of 
things. Some we’ve simply got to have, 
others we want just because we want 
them. Where we are going to get them 
is up to you. But you can be sure of one 
thing: We Mortons mean business.” 


The Mortons are typical of hundreds of 
thousands of other families who read 
the Chicago American every night. For 
the most part these men and women are 
in their 30’s and 40’s. Such people are 


“WE MORTONS 
Meax Business 
mh 


° 


The Leading Americans in today’s con- 
sumer market, because they are earning 
the bulk of America’s income and, with 
undiminished confidence in their fu- 
tures, spending the most, too! They are 
buying today, and they will continue to 
buy tomorrow. But, to paraphrase Tom 
Morton, where they buy is up to you, 
Mr. Manufacturer. A word to the wise 
is—Advertise. 


The Chicago American is the Mortons’ 


99 


own newspaper. Like the Mortons (and 
because of the Mortons), the American 
came out of the depression on top, with 
the largest advertising gain of any Chi- 
cago daily newspaper in 1934. The 
Mortons had and still have money to 
spend. The American had and still has 
the Mortons and their special kind of 
alert, American families. This is an 
unbeatable combination for any busi- 
ness man who wants more sales volume 


and profits during 1935. 


CHICAGO AMERICAN 


- -. more Buying Power to you 


NATIONAL REPRESENTATIVES: Rodney E. Boone Organization 


: 4 fs Rapie' * ; ' if = ¢ ‘ yee sae : ra e : ) ee > tai’? = rae ; ‘ - : =p we P 
oo , F J i a = “ oe . x oo Bs z “ is zi iy 2 r 
. vay : pea : ; <, Cass . ae pee 
er 
yet 
: Po ee 11 - 
sss ab 
: ‘ 
. . 
Pe. ' 
° 
had 
oe 
‘4 
4 
d = 
" ee 
\ ea 
paere 
yy heen) 
— is ae ur 
ee. 
tS se. 
Ro. we vas 4 
> as Paka, 
~ a bid 
' , “3 =: 
, et 
: oe eg 
‘ & a oanee tre 
» : * Pati 
' : ee oe oe 
. i] tre eee ee ie li 
i Bae. hemes a : 
: ' on Sg ME = ree ; 
d je tn C55 Eee 
“4 “ = Pte Se me een ery ye oe ee pe Uae 
a — CE ne 2 okt Pere ae ae 
* Bea fit A eae a a re tie 
one ~~ me . * ae ie < 
eid 4 ae Sue 
: 2 : i Fa a 
es ya 1 at 
ie iia shy en be .. oe ‘ 
: eae ae a Sp v oe 
eer Sieh bites ag ok ee . a eae 
: es: WR? gl - al phe ett s ee 
G oes Saiieae ° eee ~ i . 
ce aaa ty oe SS Seapets » j oe 
ile mae i 4 . ? we 
: ee ae : vane : leg eee 
iu ’ Zz eek oo ; : hee i a 4 Ey akhran 
* ie & aad J ics! ae : ; —— . a an 
4 By cua. aes ree Sf aes eet — roe a 
e. Be asad ae ae ey e. rea ee ae “ ." aye Pee a 
’ ce Tee ae eee i z= ay cc RCI ie Se: - ce) 
aie ere ae . = 4 Se eee ke Ye . $s ioe is 
Sig ee . S Soy. Seine Seer Omen Re ae : ie Ry oes 
, aa ee ‘ ‘ eee a <a ato teen ae ae ee et Ba 
+ ae, ae ety mite 3 I ead sire pe 
Be: bi oa eee a eT ae a ae ee a ee 
ee er . 7) ar yee ; ae an: i aoe , Bec as ee Fn Tee Me : 
ceioe eal — 2 Wats a vw ee Sakae 22) Ae cai le Fo ail 
eae st of # - ee eas at: 
a a E - Mea ali Sn , ¥" ” a ait ae 5 
. y ae a ae c gi oe , ities TS) ae ran ro ; 
“ % sy a "Ce > o 2 ie oe 05 : a ‘ i 0 Sal , i 
"ces Rll a aoa eo oe a POE oF st “ — ee aimee Rad Mamet ow a : a 
hee, Tees i i gMiegen sr 5 eee ae: th. ae i oie Rien oh Seige ‘ygiece se ene ee 
sii Cue a oe = i BS et, ee “ va 4 — eR A earnest eee 
5 2 Bi Se ok he, ok a ars & mn eee ae Ne ae ts Ee tis raid ats 
ae «a ge eh Ae < =" Fete Uc ae ene cal , a] : : Pe “ ey OOF See te bp ey oy Rise 5 So Ge amet ae 
pee 1 i nce - Be de sehr Ren 2) or a ae mS Se sa @ ‘ a Gee men Raced, Le pe erieea te tne 
cee Aer : . PR EER Ba a ia a aos ‘ - y *; See ee ine fey ag i sek aaa ee ai aeg bit 
sae a : SR nc eet nt Rd I ne, — | ae nee Bile le se, ek 
a id Agar a : a E. : ’ : : ; : 
a ae gS ee oe ae ' gn : a rae A Ae es ; a 1 i 
Bie awe or ee ae ‘ i ss ; os er , 3 Po oF ay 
cee a Lae ES ey ee eS en A oe £ kis < - ee Oe) rR pe ee 
if: 0 Sl ae mamas 2 eve oes ; 3 . —, Cw ee a eo 
Ba Paneer pe ee i fi ft Wa og id i de e ba SP eet eset dude een 
Pt. yO nn he 3 he ames i es ee : pe a es a Rice iy gl a Kee t af af 
y eee ve chee gee al MR ig wee Se t eth é a x Lie. age ae Sid sient ne ¥ Le ge ae Wane tae 
: en. ee e ‘ me wre es ee. ee ae Es « a £ pay ae , nae tiga ee ee a ED ge iad 
wee a a es oe a Be Ss ae iy 
5 => cys Seal asian Be _ Se eee te a eh) A Se ee 1 re uence he : bis est” os . ig Sy ae ee ;< 
®t” mas “ee aes ae Re eat. a ee oe a Se ee ae / : eae ue eh Cane ae, ae 
ei fae os a le ie Pid ie a oe. ; : OS hat Z, ie ’ Ga * Gam Ma a eedad is ial * a 
, me ean es fa he ad ; Pe POE Rae & 
‘ aE: tS eee ean : Ge Gk ot sn wine ee rr ae ae pecs, 
5 ee ae ee 5 ne Rian Alan ee : j iS le NE peas 3 Se lp eres: P/ Get 
‘a gt ; SE i i agin ae | 2 pms Ble ~— ¥ ee Ree tera ees) 1 Cnr Se 
lS eee eee ts ae ss ; Fee eee eT Eira aa Toe = ee 
-.. eR rae ; : Boers a 3 sa Pe ie. a : a ie Se ges aa Sa aa ee Oger 
eS: f en 3 7 ho rad ee en ce ne ot Ee ea ee Fete 
pain eee eS : oe : ‘ Nae Ae (eae mechs: Bik Wie meng aeons 
gre ont ee oye = eee bis. we tae AL eee eae ) ag 
mo ele iy = ae “* J i a 7 : . 7 
cee : abies», eet rad ’ sae ee dey deat SOR ts Pelli ales ee ES aii. 
i f Re 0, gees 2 4 “gas i dee 1 ite alee Ree sama 
| she cM x “ ie ae “¢ sy Leyes cas <; eer aie pe, ie oo 
a re 5 fee ee wet 8 i ee iT je aa ietiee or ea ne eh 
_— ae Ree “ss peek ki ae | : 
‘ e. » ; i ae = | CSET a DMG) Se je es ae — 
es " y Ps g Ye EST yas <a Se er Seem 
; Ty, , €e. ———. a iy ean Mss Pa ent 
: = e ; be ers / oy ety Pees UE oy 
P — a by “ Py ‘4 x he eager 4 we é 
‘ - — : : | 4 4 de rages a 2 
é o | » 3 “ = Gen oS . 
* : : . s + eek Z z- : 
§ ‘ 4% ‘on eens pe eT _~ i 
iy ee ai 
: 1 ® eis . pas es ‘ prey 
ss : . ok — 
4 : : 4 bar c ane 
e a es 5 ae: E 
4 ; i 4 al 
#, i ‘ 5 il f 
\ ~ Hae ee oo sete 
t- J 
.«* ‘ — : 
; ‘ 
: 
. 
7 
: 
. 
oe 
a 
es 
me 
pee 8 
Nee 
ee ; 
ee ee i 
{ : 7 
. 
ae an a can i te een ea ys : , aM ? Bee = Ps nae es ra nee Beet eg ah parade oe (Ll ee eee a i lear oes Leaps iargeg. es ~ Be ce ae nr ee ce ‘Sicaety aL. rice 2 
pe ae ae a ees ce ier Ung Fd ae nee Le a Tr OA), oS ai eR) io Un os AS A te Se oa EDA ach beam. Pues, “aes eek . 
Bee fie CON pe RRR is ae oe ee ar ae RR es 8 See es Se ig ee ad Co a eae ae iain oe Rear Nn gaan oe “a ia are hers an ee 
his ieee cee Be eS laa teal oo ge cate ois Ree Soa Rn OS, “tai ee aera eke ea i eae Pe ee ee eee ages oe he eae 
Te eC ee.) eae iene SO ee So etre eg RR le Re eR et ae nc ee a ee eae? a 
BG OU rst ape tae a, eee eles cee ag 7s ere ae eae Ment we iC ety oe eee ero eA RS ew es ome ent. oe ee pene a Meer SEeaie vane Se Sie ies ae et eee eae ih Se Reed 
Re ES eet Ee oe ee eh oe ate SO Sem oo tpet 2S iia a i ea gto AB Fl are pee eR RARE” 2 Cec DR) Ft O-line oP a hel ech REA gral: Re ee RR eRe oh hci aaa yl agg ey etch a RM ee PA MI Ur, 8 2 cose eR ae rma Reine 2) ORR cic NA eee aka. 7, ee me eM Cras SN ocala 


12 


ADVERTISING AGE 


January 5, 1935 


Plan Enlarged 
1935 Drive on 
Horse Remedy 


Goshen, Ind., Jan. 3.—Advertising 
in 1935 for Spohn’s Compound, a 
remedy for coughs and colds in 
horses, will be three times as exten- 
sive as the 1934 advertising of the 
Spohn Chemical Company for the 
product. 

The company has been influenced 
to expand its advertising by in- 
creased farm purchasing power and 
renewed activity in rural districts 
in breeding and developing horses. 

Spohn’s Compound is merchan- 
dised through drug stores, and ad- 
vertised in strictly rural maga- 
zines and dailies. The new campaign 
starting this month is being built 
around a booklet of interest to horse- 
breeders and farmers, entitled “The 
Training of Colts.” Also offered are 
samples of the remedy. 

Publications being employed in- 
clude Capper’s Farmer, Farm Jour- 
nal, Progressive Farmer, Rural New 
Yorker, Successful Farming, and The 
Farmer and Farm, Stock and Home. 
In February Rural Progress will be 
added to the list. It is planned 
also to continue the use of the Corn 


JUST A FEW TYPE RULES AND ORNAMENTS 
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Albert Schiller of Advertising Agencies’ Service Company, New 


York, designed this intricate 
standard ornaments and rules. 


e picture, composed entirely of 


Pp 
We original is about 16 by | inches. 


Belt dailies, and the Kansas City, 
Mo., Star. 

The Spohn advertising directs at- 
tention to local sources of supply in 
drug stores and similar retail out- 
lets. Company officials state that 


their business has increased fully 50 
per cent in the last few months over 
previous comparable periods, induc- 
ing the belief that the market for es- 
tablished products of this nature 
is definitely and permanently better. 


CONTEST SWEEPS 
SILVER PATTERN 
TO POPULARITY 


$1,000 Bridal Veil Offer 
Hits Exact Market 


Wallingford, Conn., Jan. 3.—A 
“bride’s veil’’ contest, promoted by 
national magazine advertising and 
backed by elaborate point-of-sale 
material, has been exceptionally suc- 
cessful in introducing the new Rose 
Point silverware pattern of R. Wal- 
lace & Sons Mfg. Company, accord- 
ing to Charles H. Gregory, Wallace 
sales promotion manager. 

In spite of the fact that jewelers 
had been complaining of “too many 
new silverware patterns,” the cam- 
paign and contest clicked. Analysis 
of orders indicates that the Rose 
Point pattern is proving one of the 
most popular ever brought out by 
Wallace. 

The whole basis of the campaign 
was a tie-up between rose point lace, 
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“When I want an authorized dealer 


I look tn the Classified Telephone Book 


Recent surveys show that more than 85% of all tele- 


phone subscribers use the classified directory when they 


want buying information. 


Prominent manufacturers recognize this wide con- 
sumer usage as a real sales power. They use the classified 
telephone book to direct prospects to authorized deal- 
ers. “Where to Buy It” Service is generally accepted in 
automotive, electrical, transportation, refrigeration, of- 
fice appliance, insurance and other fields. “Where to 
Buy It” Service gets results. Dealers and manufacturers 
report that it increases sales...checks substitution. 


Manufacturers list their trade marks in classified 


AUTOMOTIVE MANUFACTURERS USING 


“‘WHERE TO BUY IT” SERVICE 


Automobiles: 
Buick 
Cadillac-LaSalle 
Chrysler 
DeSoto 


Dodge 
Oldsmobile 
Plymouth 
Pontiac 


Batteries: 
Exide 
Globe 
National 
Willard 


directories wherever they have distribution; authorized 


dealers list their names below. 
quickly directed to the nearest retail outlet... Let the 


classified directory help increase your sales. 


Thus consumers are 


195 Broadway, New York 
(EXchange 3-9800) 


Brakes: 
Lockheed 


Brake Linings: 
Multibestos 


Glass —Safety: 
Duplate 
L-O-F 


Tires: 


Goodrich 
Goodyear 


AMERICAN TELEPHONE AND TELEGRAPH COMPANY 
Trade Mark Service Division 


fn® 
‘& 


311 W. Washington St., 
Chicago (OFFicial 9300) 


traditionally used in bridal veils, and 
the new Wallace silver pattern of 
the same name, designed particu- 
larly for wedding gift purposes. The 
attention of prospective brides had 
to be drawn to the new pattern, and 
the bridal veil theme was chosen for 
this reason. 

The Wallace company purchased a 
genuine rose point veil, valued at 
$1,000, from a famous collection, and 
this was offered as first prize for the 
best essay on “What Rose Point 
Means to Me.” The contest was an- 
nounced in the September issues of 
Bride’s House, Harper’s Bazaar, 
House & Garden, House Beautiful, 
Junior League Magazine and Vogue. 

Terms of the contest were not dis- 
closed in the magazine copy, and 
all entrants were required to obtain 
official entry blanks from _ their 
jewelers. It was stated that “while 
the contest is intended principally 
for brides-to-be, any woman may 
enter.” To discourage insincere 
contestants, the closing date was set 
far ahead, to Dec. 1. 


Reproduce Famous Wedding 

Women wishing to compete for 
the bridal veil went to their jewelers 
for the entry blank, which was 
printed as part of a price and pat- 
tern leaflet. Women asking for 
blanks were required to mention 
Rose Point, thereby increasing the 
dealer’s interest in the pattern. 

Deciding that the wedding of 
Napoleon III and Eugenie offered the 
best opportunity for colorful pictur- 
ization, the Wallace company com- 
missioned Oren R. Waggener, Long 
Island artist, to paint his concep- 
tion of the event. Reproductions of 
this work, 25x29 inches in a four- 
color process, given the effect of an 
original oil painting by ‘the applica- 
tion of Verplex, a gelatine embossed 
film, were furnished to jewelers for 
window display use. 

The framed picture, in which the 
bride’s rose point veil appeared 
prominently, made an ideal window 
background which tied in admirably 
with displays of the leafy “Rose 
Point” silver. Jewelers throughout 
the country took advantage of the 
opportunity to obtain the painting 
with an assortment of the new sil- 
verware. Trade copy was used in 
Jewelers Circular and Keystone. 

To stimulate interest of dealers 
in the campaign, the company sent 
out a “Rose Point Progress Report” 
every two weeks, with occasional 
special bulletins. One of these, at 
Thanksgiving, called attention to the 
wedding of Princess Marina and the 
Duke of Kent in London as being in 
some respects a parallel of the Na- 
poleon-Eugenie nuptials. An attrac- 
tive brochure with transparent jacket 
in a lace pattern was also sent to 
retailers. 


Plan New Promotion 


The contest closed on Dec. 1. So 
successful has the campaign proved 
that plans for further Rose Point 
promotion in 1935 are being made, 
with the spring bride market in view. 
The success of the activity is con- 
sidered comparable to that of the 
Wallace Company’s introduction of 
its Normandie pattern in 1933. 

Two manufacturers of china and 
crystal ware tied in with the Wal- 
lace drive by issuing special pat- 
terns which they called “Rose Point” 
with permission of the company. 
This development helped to publi- 
cize the Wallace pattern and at the 
same time proved that the silver 
company’s campaign had attracted 
general attention. 

Discussing the campaign, Mr. 
Gregory told ApDverTIsInc AGE that 
his company did not regard the es- 
say competition as a prize contest 
in the usual sense, as it was used 
merely to dramatize the lace motif 
of the “Rose Point” pattern. The 
fact that the only advertised prize 
was the veil, which appealed only 
to a limited group, served to con- 
fine the scope of the contest largely 
to those definitely interested in wed- 
dings—potential silverware buyers. 
A second prize, the original Napo- 
leon-Eugenie painting, was  an- 
nounced after all entries were in. 


Cody to “Voyager” 
Morrill Cody has been appointed 
editor of Voyager, Bermuda maga- 
zine for Americans, by the Voyager 
Publishing Company, New York. The 
magazine was formerly known as 
The Island Voyager Magazine. 
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el i ed 


o matter how keen each 


blade, you can’t shear if the pivot pin is not 
there. That pivot suggests a certain type of 
editing which aligns keen writer yeith keen 
reader. It gives a magazine the cutting force 
that trims advertising costs and slashes 


through sales resistance. 


THE | . 
merican 


MAGAZINE 


THE CROWELL PUBLISHING COMPANY 


Collier’s... The National Weekly The Country Home 
The American Magazine Woman’s Home Companion 
Combined Circulation Over 8,300,000 


-».- THE PUBLIC SPENDS MORE MONEY 
FOR AN ISSUE OF THE AMERICAN THAN 
FOR ANY OTHER GENERAL MAGAZINE. 
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January 5, 1935 


Tracy-Locke-Dawson 
Named by Maculette 


Advertising of Maculette, Inc., for- 
merly the Maculette Garment Com- 
pany, 778 Main St., Buffalo, has been 
placed with the New York office of 
Tracy - Locke - Dawson, Inc. Plans 
call for an intensive merchandising 
and selling drive through depart- 
ment stores, to be tied in with na- 
tional magazine advertising. 

R. C. Allen, formerly with Delin- 
eator, will be in charge of Maculette 
sales and advertising promotion. 


Wagner Names French 


Oakleigh R. French, Inc., St. Louis 
advertising agency, has been ap- 
pointed advertising counsel by the 
Wagner Electric Corporation of St. 
Louis, manufacturer of electrical and 
automotive products. Business pa- 
pers and direct mail will be used. 


Label Company 
Encourages Use 
of Mural Arts 


New York, Jan. 2.—About 150 
artists, industrialists and publishers 
attended a dinner given by the Ever 
Ready Label Corporation at the 
Architectural League last week to 
mark the end of a contest to create 
a mural treatment for the corpora- 
tion’s new reception room. 

In staging the contest, the com- 
pany sought to find a mural that 
would leave its impression on some 
100,000 who in the course of time 
will visit the reception room, and to 
stimulate the use of decorative arts 


by smaller companies. Sixty mural- 
ists competed. All entries are now 
on exhibit at the Architectural 
League. 

The conditions of the contest were 
that the murals cover three topics 
in one long panel and one topic in 
another panel. The first three top- 
ics are the history, the manufactur- 
ing, and the uses of labels. In the 
other panel, the subject, “The 
Loyalty of Labor to Industry,” was 
developed. 

As a follow-up, the company plans 
a booklet showing the 25 best pan- 
els submitted in the contest. This 
will be distributed to some 100,000 
manufacturers and advertising agen- 
cies, many of which are supplied 
with Ever Ready labels. 

In the near future the company 
also plans another contest for the 


best miniature billboard label de- 
signed and its most successful use, 
and also plans to cooperate with the 
Post Office Department and the 
Railway Express Company in issu- 
ing an educational booklet on pack- 
ing, labeling and shipping. 


Standard Oil Makes 


Personnel Changes 


E. T. Lemmon has been appoint- 
ed division manager of the Standard 
Oil Company of New Jersey at New- 
ark, in charge of the company’s op- 
erations in that state, succeeding G. 
S. Boetsma, who has retired. 

Other appointments include F. M. 
Skehan, as division manager with 
headquarters at Richmond, Va., Ed- 
win S. Mott as retail manager at 
Newark, and Walter B. Hanby as 


wholesale manager. 


181 Firms Advertised 285 Products 
in Chatelaine during 1934 


Chatelaine had a linage increase in 1934 of 54,062 lines over 1933 — an average of 4,505 lines per issue. 
This period contained no special issues—the linage is entirely made up of regularly-scheduled campaigns from 
advertisers who by experience and investigation have proven the exceptional reader interest of Chatelaine. 


Chateloine’s 


Vear 1934 


bndex of MaAvertisors 


ON” worthy products and services are accepted for introduction to Chatelaine homes 
through the advertising pages of Chatelaine. Readers, therefore, can buy the lines adver- 
tised in Chatelaine with confidence of satisfactory service. By insisting on trade-marked lines of 
known quality and value, Chatelaine readers avoid costly mistakes when buying for their homes. 
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Polk Miller Products Corporation: 


Sergeant's Dog Medicines . “ 
Pond’s Extract Co. of Canada Ltd. .. 29 
Potter Drug & Chemical Company: 

Cotleure Preduets .. 000000. veces 3 
Procter & Gamble Co. Cueate & Ltd.: 

Colay Soop. .... «0... 27 

Chipso ° 6 

Crisco .... Sgserenses osac%s 6 

nS eae Stay 8 
Provincial Tourist Bureau of Quebec. . 80 
Prudential Insurance Company « & 
Quebec “Citadelle” Maple Syrup 2 
Reckitt's (Overseas) ame 

Silvo Silver Polish . oe 82 
Resinol Company: 

Resinol Ointment .... . 2... -. 4 
Sr ae 67 
Rosicrucian Brotherhood ...... ..+.+- 2 
Royal Victoria College 7% 
Rubinstein, Helena: 

“Valeze” Beauty Preparations ....... eri 
Scholl's, Dr., Zino-Pads 
Scientific Food Products, Limited: 

ee eian/ Tae 
Sao Sewing Machine ‘Company . 70 
Sisman, T., Shoe Company Limited, The 60 
$.0.S. Manufacturing Co. Canada Ltd.. 8! 
Squibb, E. R. & Sons of Canada: 

Squibb Cod:Liver Oil. .... . .... 48 

Squibb Dental Cream .....2. . . 45 
Oe, | anand Limited: 

Nuj bb 
MF Brands Limited: 

Fleischmann's Yeast 27 

Gillett's Lye .. oe + 86 

Magic Baking Powder seeseeee 7 

Tender Leaf Tea ..  ... 45 "9 
Stanfield’s Limited: 

Novasilk Lingerie. _. ee 63 
Steedman, John, & Compeny: 

Steedman's Powders .... ...4.40 . 
Sterling Products Limited: 

Bayer’s Aspirin -_ $I 

Diamond Dyes 62 

Phillips’ Milk ef Magnesia 46 

WOE n66. bk $a804si2e0 me 
Stevens-Hepner Company Limited: 

Keystoneware Toilet Sets . 68 
Stillman Company, The: 

Stillman’s Freckle Cream 3% 


Swift Canadien Company, Limited: © 
Premium Hams and Beacons . 5 
Symington, W. & Compeny Limited: 


Symington’s Granulated Gravy. .... 43 
Symington's Pea Flour 6S 
Taylor Instrument Co. Canada, Ltd.. 59 
United Sales Company: é 
Dura-Glit Metal Polisher 58 ee 
U. S. School of Music“... ... 64 ie 
Vapo-Cresolene Company 28 ies 
Viceroy Manufacturing i aged Limited: ah 
“Viceroy” Rubber Produc’ 46 Es 
eVick Chemical Company “ ve 
es. 
Wonder, A., Limited: Es 
Ovaltine .... 55 a 
Waterman, L. E., Company Limited 27 bg. 
Western Canada Flour Mills Co., sn tote 
Purity Cook Book 42 Ke 
Wildroot Limited: 8 
Wildroot Wave Powder 48 
Woman's Institute (Canada) ‘Limited ” “4 a 
Woodbury, John H., Lir ited: 
Woodbury’s Facial Powder ., 37 
Woodbury’s Facial Soap . 23 ‘, 
Wragge Shoe Company ped 9 
Jack and Jill Shoes . ~~ 580 .s 
Young. W. F. Inc.: pM , 
morbine J. nies save sees. a 


Zonite Products Corporation oune 
Zonite Antiseptic -° 


WANDERING GIRL 


Do you know where the original of 

this painting is? There is a $100 

reward offered for information as 
to its whereabouts. 


Whets Interest 
In Foreign Wine 
By Reward Offer 


New York, Jan. 3.—Julius Wile & 
Co., Inc., importers of Williams & 
Humbert Dry Sack Sherry, want the 
original “Sherry Girl” painting 
which has long been an integral part 
of Williams & Humbert advertising, 
and they’re willing to pay $100 for 
information about its whereabouts. 

Wherefore Julius Wile & Co. re- 
produced the Sherry Girl and offered 
a reward for information about her 
present whereabouts in the current 
issue of The New Yorker. 

The importers relate that most 
people have come to believe that 
the original painting hangs in the 
home offices of Williams & Humbert 
in London, but that as a matter of 
fact, it has disappeared. 

“This mid-Victorian maid,” 
states, “with her hospitable title, 
‘Sherry, Sir?’ has done much to 
make Dry Sack one of the world’s 
most widely-known and _highly-es- 
teemed sherries. But the original is 
missing! 

“Here’s all we know: the famous 
English artist, W. P. Frith, R. A., 
painted her. She was apparently 
shown at the Bethnal Green Exhibi- 
tion of 1872. She has been sold at 
auction by Christies of London 
twice: in 1873 and 1892. It is be- 
lieved that she crossed the Atlantic 
and is now in some public or private 
collection in the United States.” 
Complete information leading to 
the recovery of the original painting 
must be furnished by the amateur 
detective, if he is to capture the 
reward, copy points out. 


copy 


Lehn & Fink to Sponsor 


Series for Hind’s Cream 
“Club Romance,” a musical and 
dramatic serial of night-club life will 
be presented by Lehn & Fink for 
Hind’s Honey and Almond Cream 
over the nationwide WABC-Columbia 
network, Sunday, Jan. 6. 

The new series, originally an- 
nounced as “The Hall of Fame,” will 
be heard every Sunday from 8 to 
8:30 p. m. EST, until Feb. 3, 
when the new CBS series featuring 
Eddie Cantor will occupy that period 
and “Club Romance” will be heard 
from 8:30 to 9 p. m. 

Lois Bennett, soprano, and Conrad 
Thibault, baritone, will be featured 
in the new series, with Lee Patrick 
and Ned Wever filling the dramatic 
roles. The singers will be supported 
by Don Voorhees and his orchestra 
and a mixed group of 16 voices. 


Re-Adopt Singing Sam 
After the lapse of a year, the Sing- 
ing Sam broadcasts were resumed by 
Erwin, Wasey & Co., for the Barba- 
sol Company, Indianapolis, Friday, 
Jan. 4, over the new Mutual Broad- 
casting System, comprising WOR, 
New York, WGN, Chicago, and WLW, 
Cincinnati. The 15-minute program 
is heard at 9:15 p. m. EST. 


Gray-Nogues Named 
The Floridian, state magazine pub- 
lished at Winter Park, Fla., has ap- 
pointed as its national advertising 


representative the Gray-Nogues Com- 
pany, New York. 
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The “Big Buy" in its Fiold 


‘The leadership of Harpers Magazine in its par- 
ticular field has been definitely established in 
livest editorial content, in amount of circulation 
and in advertising lineage. 


The Printers Ink Summaries for the past year 
have shown Harpers Magazine in the first group 
of all general monthlies in total number of 
advertising pages—see last two issues below. 


PRINTERS INK SUMMARIES 
NOVEMBER DECEMBER 
1934 1934 

Pages Pages 
PN cco ec dices si voxees 132 NUNS kvdvdceseciccviios 122 
Cosmopolitan ...........-. 75 Popular Mechanics ........ 84 
Popular Mechanics........ 74 mpi ARPERS MAGAZINE .. 74 
Town & Country (2 is.).... 63 ‘ 
Atlantic Monthly ......... 69 
House & Garden N.Y. Met. Ed. 55 : 
rem ey HARPERS MAGAZINE.... 52 Cosmopolitan o- ; er 66 
American Magazine i ae 51 Modern Mechanix......... 61 
Modern Mechanix ......... 51 PED ob ehanedednceveees 57 
House & Garden......... .. 48 House & Garden N.Y. Met. Ee. 52 
Esquire PEST THEFT E HODES 46 Town & Country (2 is.) So 
Motor Boating ............ 43 ey aye 50 
re ry 40 oe eee eee eh ee 
Nation’s Business ......... 40 House & Garden.......... 47 
WU BD nak ckosnvecaiie 39 Vanity Fair ......cccceves 46 
American Home \. Y. Met. Ed. 38 SONEE .00-000dee ne eceeess 46 
Popular Science Monthly.. 37 American Magazine........ 43 
National Geographic ...... 36 Popular Science Monthly.. 42 
Atlantic Monthly ......... 36 Motor Boating............ 38 
EE $idhn0h 4504540408 36 —_ . 
Nation’s Business.......... 36 
, 2 eer 34 The Chi 35 
EE ES occ sees ends 33 <i *sei-Ngeanttiapiiaialtatdata aia 
House Beautiful .......... 32 The Spur eee ene 35 
Motion Picture ........... 32 Yachting .. nashevvecnesyih 32 
Better Homes & Gardens... 30 House Beautiful........... 32 
American Home .......... 30 ST GEES iesevscnscenns 30 
Field & Stream............ 30 ae 8 eererr re 30 
These lists include all general monthly magazines 
with thirty pages or more. 


It is significant that the leadership of Harpers Magazine is not confined to any 
one class of advertising, but in all special classifications—travel, publishers, 
insurance, private schools, retail shops, ete. it exceeds all magazines of its field. 


All of this is emphatic and conclusive proof that advertisers in general con- 
sider Harpers Magazine the BEST BUY IN ITS FIELD. 


HARPERS MAGAZINE 


One of the Quality Group 
49 East 33rd Street, New York 


The Most Discussed Magasine in America Today! . I. 


The circulation of 


HARPERS 
MAGAZINE 


is larger than that of 
any magazine in its 


oe < « e's ° 
103.202 


ABC—First 6 months 1934 
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A Sery of These Timer: 
THE HOME PLACE 


iow Wel Recumarar Nacare . 


+ accion Poca 


A Moe ties Bera Astongeet 
Fanees Senate Sth a 


Taking the Hoepirel Gor of foapeeaiey 2 
The timcercaewy Primipis 2nd Bohariue Seleg Buck, 


i — a ce 


WARPCR & BHOTHETES, PUSLISH ERS 


HARPERS 
MAGAZINE 
carries a greater vol- 
ume of advertising 
lineage than any maga- 

zine in its field. 


See Printers 
Ink Summary 
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ADVERTISING AGE 


January 5, 1935 


TEACHERS ASK 
BOUND VOLUMES 
OF CENSUS DATA 


Grading of Goods Live Issue 
at Convention 


Chicago, Jan. 3.—Adopting resolu- 
tions urging the Department of Com- 
merce to make results of the 1933 
retail census available in bound vol- 
umes and to make the retail census 
a regular biennial feature, the Na- 
tional Association of Marketing 
Teachers concluded its two-day an- 
nual meeting at the Palmer House 
Dec, 28. 

It was explained that the economy 
policy under which the Department 
of Commerce is operating has made 
it impossible for it to issue bound 
volumes of census reports in recent 
years, much of the value of the data 
thus being lost. The association’s 
resolutions on this subject were 
dispatched to high government of- 
ficials in the hope that purse strings 
would be loosened sufficiently to 
resume publication of bound vol- 
umes of census figures. 

Harry R. Tosdall, Harvard Uni- 
versity, was elected president of the 
National Association of Marketing 
Teachers, succeeding Wilford White, 
who is with the Department of 
Commerce on leave from the Uni- 
versity of Texas. 

The following were elected vice- 
presidents: Malcolm Taylor, Univer- 
sity of North Carolina; Howard T. 
Hovde, University of Pennsylvania; 
E. H. Gault, University of Michi- 
gan; and Davis Faville, Stanford 
University. 

Elect New Directors 

Hugh E. Agnew, New York Uni- 
versity, was re-elected secretary- 
treasurer. Four new directors were 
elected: Earl S. Fullbrook, Univer- 
sity of Nebraska; W. C. Weidler, 
dean of the school of business ad- 
ministration, University of Ohio; D. 
J. Duncan, Northwestern University; 
and Mr. White. Holdover directors 
are E. D. McGarry, University of 
Buffalo and R. S. Vaile, University 
of Minnesota. 

The association devoted an entire 
session to a consideration of regu- 
lation of advertising. While Carl 
T. Schmidt, economist for the Con- 
sumers’ Council, Agricultural Adjust- 
ment Administration, took the view 
that advertising is the vicious off- 
spring of a vicious system (ADVER- 
Tistinc AcE, Dec. 29) a somewhat 
more moderate view was expressed 
by Ruth O’Brien, chief, division of 
textiles and clothing, Department of 
Commerce. 

Miss O’Brien insisted that the 


Genuine 
TYPED LETTERS 
eMail Advertsing 
ANKI Service 


Booklet, ‘* Brass Kauckles,”” Free to Executives 
817 Fifth Ave. Pa. ATiantic 


Merchandise Exchanged 
for Advertising 


BOUGHT FOR CASH 
We buy everything 


LECO SALES CO. 
27 Park Pl. New York, BArclay 7-1967 


e PHOTOSTATS - 


RIGHT the 
FIRST TIME! 


RAPID COPY SERVICE 
wow Ya fmt 230 


Cleveland: Main 9335 


n {State 6013-4 
Chicago )State 5980-1 


SPLIT COPY FOR GREYHOUND DOMINATES NEWSPAPER PAGE 


By GREYHOUND 


serves all the East. 
Frequent departures daily . 
Comfortable coaches . . 
pe : "om Ohieage 02... 


SAMPLE ONB-WAY FARES. 
Duluth $490 
250 


A technique which has proved popular with magazine advertisers 
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is adapted to newspapers by Greyhound 


Lines with these twin three-column advertisements. 


consumer is entitled to more facts 
about merchandise on the market 
and that these facts should be pre- 
sented either by a grading system 
or a statement of specifications un- 
der which the product is made. 

Miss O’Brien asserted that there 
are, for instance, 4,500 brands of 
canned corn on the market, and 
that the housewife has few facts to 
guide her in the selection of the 
best of these. The woman starting 
out to buy a coat labors under the 
same handicap, she averred. If la- 
hels on these garments stated the 
percentage of camel’s hair and 
sheep’s wool in the coat, the buyer 
would at least have a basis for 
judgment. 

The government official said no 
standardization of merchandise is 
contemplated—that the desire is 
merely to provide more exact infor- 
mation on which consumers may 
judge the best values for their dol- 
lars. 

One More Step 


A grading system on canned foods, 
she argued, has long been in exist- 
ence in wholesale circles, and the 
government merely desires that this 
grading system be extended one 
more step to the consumer. Pro- 
visions for grading, she asserted, 
are being inserted in many codes 
under amendments. She believed 
that manufacturers of quality mer- 
chandise will profit from grading, 
since competition will be reduced 
from all similar products on the 
market to those of comparable qual- 
ity. 

Miss O’Brien asserted that agita- 
tion for grading arose in consumer 
ranks and that the Department of 
Commerce is merely carrying out 
the mandate thus expressed. The 
American Association of University 
Women, she pointed out, is among 
the numerous consumer organiza- 
tions manifesting an active interest 
in grading. This organization has 
issued a 50-page guide to buying as 
a start on a more pretentious cam- 
paign. 

Howard T. Hovde, University of 
Pennsylvania, expressed the view 
that some kind of regulation is in- 
evitable, hence advertising men 
should endeavor to influence the 
current of legislation by close co- 
operation with law-makers. 


NRA to Ask Opinion 
of Newspaper Board 


The recommendation of the News- 
paper Industrial Board on the Dean 
S. Jennings case will be requested 
by the National Industrial Recovery 
Board before the latter board acts 
on the request of the National Labor 
Relations Board for removal of the 
San Francisco Call-Bulletin’s Blue 
Eagle. 

Created by the newspaper code for 
the handling of labor disputes, the 
Newspaper Industrial Board is com- 
posed of eight members, onehalf 
representing publishers and the oth- 
ers representing newspaper work- 
ers. 


Cordero to Vanero 


Joseph A. Cordero, for 14 years in 
charge of Cine Mundial circulation 
for the Chalmers Publishing Com- 
pany, has joined the Vanero Publish- 
ing Company, New York, as adver- 
tising and circulation director of El 
Cine Rie and other magazines to be 
distributed in Portuguese and Span- 
ish speaking countries. 


CALL MULTIPLE 
CORRELATION A 
1935 NECESSITY 


Marketing Teachers Discuss 
Sales Quotas 


Chicago, Jan. 3.—Manufacturers 
who fail to use multiple correlation 
in establishing sales quotas are fall- 
ing into egregious errors, it was in- 
dicated at the marketing session of 
the National Association of Market- 
ing Teachers Dec. 28. 

This point was made by Lyndon 
O. Brown, of Northwestern Univer- 
sity, Chicago, who has started a 
study of existing methods of estab- 
lishing quotas. Other speakers at 
this session were L. J. McCarthy, 
director, marketing division, Inter- 
national Magazine Company; L. D. 
H. Weld, McCann-Erickson, Inc., New 
York, who was unable to attend in 
person, but whose address was read 
by Bradley Williams, of the agen- 
cy’s Chicago office; and James L. 
Palmer, University of Chicago. 

Professor Brown said that though 
the study has just begun, it has re- 
vealed startling degrees of errors 
in the estimation of markets. Where 
a single index is used to measure a 
market, an error of as high as 54 
per cent has been found. An arbi- 
trary method has resulted in an 
average error of 30 per cent, while 
multiple correlation has been within 
six per cent correct, on an average. 


Establishes Relationships 


Multiple correlation is a method 
of establishing the relationship be- 
tween variables. Though it has 
been employed for many years in 


DRAMATIZED SLOGAN 


‘Still keeps going 
when the rest have stopped’ 


Exide 


THE LONG LIFE BATTERY 


FOR CARS AND wietiess 


For wireless HT. get Arpoex the Exide dey bettery 


From Ende Serene Sianems ond all good dealers rm Borvanm. Paste Corn. Cites Joncvan, name Manchem er 
Drowher Lenton, Manton, Bermengsam Bros, Ciegew, Ouove ent Buia 


Large-size Exide advertisement in 

the “London Daily Mail" which 

quaintly dramatizes the Exide 
slogan. 


some fields, its use in marketing is 
comparatively new. 

This system determines the fac- 

tors which have a bearing on the 
sale of any commodity. In a den- 
trifice survey conducted by Profes- 
sor Brown for Major Market News- 
papers, the plus factors were found 
to be total population, income tax 
returns per 100 persons, and per 
cent of urban population. The minus 
factors were illiterates per 100 per- 
sons over ten years old and negroes 
and other races per 100 persons. 
_ From this study, Prof. Brown 
evolved this formula for establish- 
ment of sales potentials: .1172 times 
population, plus .3132 times urban 
population, plus 6.149 times income 
tax returns, minus 3.381 times num- 
ber of illiterates, minus .7760 times 
number of negroes and other races. 
This formula was adjusted to geo- 
graphic regions to account for va- 
riations in consumption of tooth 
paste in various parts of the coun- 
try. 

In his paper, Mr. Weld described 
a survey made for members of the 
Office Equipment Manufacturers’ In- 
stitute to obtain an index of poten- 
tial sales of office equipment in each 
county, expressed as a percentage 
of the United States total. The fig- 
ures of five well known companies 
were compared with various factors 
which might reasonably be expected 
to show correlation. Four factors 
were finally chosen, postal receipts 
being one of the most important. 
The four factors were then com- 
bined by means of multiple corre- 
lation. 


Offers Volume to Teachers 


Mr. McCarthy not only told of 
the work done by International 
Magazine Company in determining 
the location of 641 trading areas, 
but he offered to make this costly 
volume available to marketing teach- 
ers on request. He said the defini- 
tion of trading areas is an endless 
task, because they are constantly 
shifting. The building of the Hoover 
dam, for example, made Las Vegas, 
Nev., a key city. Dillon, Mont., was 
formerly the center of a trading 
area, but its rank was usurped by 
Butte with the arrival of the auto- 
mobile and better roads. 


Add New Stations 
for Lum and Abner 


Following the response to the re- 
cent “Pine Ridge News” offer on the 
Lum and Abner program, the spon- 
sor, Horlick’s Malted Milk Corpora- 
tion, has decided to add Pacific coast 
and New England outlets. 

Starting Jan. 7, Lum and Abner 
will be on the air five evenings a 
week over WNAC, Boston; KNX, 
Los Angeles; and KGO, San Francis- 
co, and beginning Jan. 8, over KOIN, 
Portland, Ore. The addition of the 
new outlets will not conflict with the 
broadcast over the Mutual Broad- 
casting System network. 


Appont D. J. O’Grady 


Daniel J. O’Grady has been ap- 
pointed advertising manager and 
sales promotion manager of the man- 
ufacturing and wholesale division of 
Marshall Field & Co., Chicago. Frank 
D. Carson is now assistant advertis.- 
ing manager, and Arthur Brayton is 
now assistant sales promotion man- 
ager. H. R. Boggs has been named 


general sales manager. 


Court Approves 
Advertising of 
Liquor Prices 


Louisville, Ky., Jan. 3.—The Ken- 
tucky court of appeals has upheld 
the Jefferson County circuit court in 
a ruling which forbade regulation of 
retail liquor dealers’ advertising by 
the Louisville liquor control board. 

In the fall the Louisville board 
ruled that retailers could not adver- 
tise prices in newspapers, or place 
price-featuring banners or signs over 
their establishments or in windows, 
or distribute dodgers about the city. 

The Louisville Courier-Journal and 
Times brought an injunction suit 
against the board, to protect adver- 
tising which it claimed would be 
worthless to the retailer if not per- 
mitted to feature price. The lower 
court issued a temporary injunction 
preventing the board from interfer- 
ing with the dealers and the adver- 
tising continued. 


' Overstepped Authority 


The upper court also has upheld 
the lower court in overruling the 
contention of the liquor control 
board that the newspapers were not 
the proper parties to bring the ac- 
tion. 

In its decision, the upper court 
held, that when the state legislature 
passed the Liquor Control Act of 
1934, it had not delegated to the 
board the exercise of any such power 
of regulation, and that the Louis- 
ville board of aldermen, which named 
the board, had not delegated such 
power to the board. 

In the lower court, counsel for 
the board argued that regulation of 
price advertising was the exercise of 
a ministerial function. Attorneys for 
the newspapers argued that such ex- 
ercise was legislative, and therefore 
beyond the power of the board. Price 
advertising of liquor had been used 
three months before the city coun- 
cil created the board. 


Brauer Starts 


National Drive 
For Shoe Line 


St. Louis, Mo., Jan. 3. — National 
advertising is soon to appear for 
Paradise Shoes for women, includ- 
ing the patented Rango Pump man- 
ufactured by Brauer Bros. Shoe Com- 
pany, of this city. Although on the 
market for several years, Paradise 
shoes have never been advertised. 

The campaign includes space in 
Harper’s Bazaar, McCall’s, Photoplay, 
and Vogue, and a_ semi-monthly 
schedule in the Boot € Shoe Record- 
er. The agency in charge is C. P. 
Clark, Inc., Nashville, Tenn. 


Display Division Starts 


In addition to the national cam- 
paign, a display department is being 
organized under direction of E. B. 
Noble, manager of the agency’s dis- 
play division. Point-of-purchase ad- 
vertising will include window pieces, 
backgrounds, photographic displays, 
interior displays, and identification 
signs. An extensive survey is now 
being made on which the Paradise 
campaign will be based. 

Mr. Clark and Mr. Noble will ad- 
dress the Brauer sales convention 
this month and explain in detail the 
national and point-of-purchase cam- 
paigns. 
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Compare this latest net paid 
circulation of The Boston Post=> 
with the compulsory-combina- 
tion morning and evening papers 


Ghe Boston Post 


oe a Es 

is FIRST again, as usual, in 
a # vertisers choose Boston 

BOSTON ry the premier ood Se 


More National Food Ad- 


try, as proven by the sur- 


market in the United States 3.) e2°" 


during The Boston Post carried a larger number of food 


! - advertising accounts anda much larger volume of 
i939 34 food advertising than any other Boston newspaper 


The Reason: 


It is only natural that The Boston Post 
should carry more FOOD Advertising than 
any other Boston newspaper, for no com- 
pulsory morning and evening combination 
editions nor any daily newspaper published 
in New England is read in so many homes as 
The Boston Post—and, EVERYBODY 
MUST EAT. 


It is the favorite daily newspaper in over a 
third-of-a-million New England homes, and 
has been an influential factor in New Eng- 
land buying habits for more than 100 years. 


Leading the 2nd Paper 
by Over 100,000 Lines 


The Boston Post Is 
FIRST IN BOSTON 


in LOCAL food advertising 

in NATIONAL food advertising 

in CHAIN STORE food advertising 

with a volume of more 
than a million lines 


You can build your best sales campaign for 1935 in New England 
through the advertising strength of The Boston Post—ALONE 


Morning Globe 131,093 
Evening Globe 136,042 
Morning Herald 119,647 
7 Evening Traveler 160,076 


Che Boston Post 


More than a third-of-a-million people “start the day right” reading The Boston Post—the hundred-year-old dependable FAMILY NEWSPAPER. 
For over THIRTY YEARS The Boston Post has led all other New England daily newspapers in number of readers—yet it has never given a 
premium to bribe subscribers or resorted to strong-arm methods to secure circulation. 
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13 CAMPAIGNS 
PLANNED FOR 
INSECTICIDES 


Romance, Humor Are Among 
Copy Elements 


Louisville, Ky., Dec. 20.—The To- 
bacco By-Products & Chemical Cor- 
poration, manufacturer of nicotine 
products, will hit the specialized 


needs of 13 markets with individu- 
ally planned 1935 campaigns. The 
bulk of copy will be devoted to Black 
Leaf 40, “the versatile insecticide.” 

The campaigns will be launched 
simultaneously by the Campbell- 
Sanford Advertising Agency, Cleve- 
land, which has handled the account 
for several years. The Ripley style 
of cartoon is used in one of the 
drives. 

The first campaign will be direct- 
ed to flower growers everywhere, but 
particularly to the great general 
public of backyard fanciers. The 
romantic meaning of a _ different 
flower will be portrayed in each 
piece of copy as the headline attrac- 
tion. 

“In the Language of Flowers, the 
Daisy Means Innocence,” one adver- 
tisement is headlined. Copy con- 


tinued: “And in the language of 
experienced gardeners who guard 
their flowers against the ravages of 
insect pests Black Leaf 40 means 
protection.” 

Garden magazines and a list of 
75 newspapers are to take this sales 
story to the flower growers. One- 
ounce bottles will be offered for the 
benefit of users of small amounts. 

Campaign number two will be di- 
rected in cartoon style to poultry 
raisers through 11 poultry and 30 
farm papers. Lice are shown warn- 
ing fellow insects against entering 
poultry houses where Black Leaf 40 
is used. 


Many Other Campaigns 
Grower publications and 30 farm 


papers are scheduled to carry the 
third campaign to market gardeners. 


Both cartoons and straight appeal 
copy will be used. 

Campaign number four will be 
aimed at the fruit growers. Fruit 
magazines, farm bureau papers and 
cooperative publications in fruit sec- 
tions will be employed. 

The fifth campaign is directed to 
sheep and goat raisers, and features 
Black Leaf stomach worm remedy 
and a dip for ticks and lice. The 
message will be carried by five sheep 
and goat publications. 

How to keep dogs from evergreens 
is the subject of the sixth campaign. 
Semi-humorous cartoon style and 
straight copy will be used in garden 
papers and national magazines. 

The seventh campaign will deal 
with eradication of screw worm flies 
in the Southwest. Southern farm 
papers and sheep publications will 


Up by the Bootstraps! 


So here we are again—the little youngster 


chases the growling old lad with the whiskers 


—the stenographer has to learn to write ‘35— 


and the railroads bedeck our office wall with 


gleaming calendars! 


Happy New Year! 


Now that the blasts of the horn have died 


away —now that the confetti has been swept 


out and Pa’s head is a bit better— 


Here’s hoping that your business will lift 


itself up by the bootstraps of resultful effort! 


With more to cheer us on— with a far brighter 


sun over the horizon— hard work seems des- 


tined to return more hard dollars. 


Good luck to you in this eventful year ahead! 


LLOYD C. PARTRIDGE 
President 


PARTRIDGE & ANDERSON 


COMPANY 
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"“OLDSMOBILE Zé:ve, 
You Are Entitled to 
ALL that is new and beter” 
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OLDSMOBILE 
1935 
8 mi 
One of the several large-size news- 
paper insertions which preceded 
formal announcement of the new 


Oldsmobile line. 


strike at the heart of that market. 
Nicofume, a greenhouse fumigant, 
and Black Leaf 40 for spraying 
plants are to be featured in the 
eighth campaign, aimed at florists. 
Florist publications are scheduled. 

The ninth of the campaigns will 
push the company’s new nicotinized 
powder, Dri-Nic, for use in mash 
feeds to kill worms in poultry, and 
will promote other company prod- 
ucts. Feed trade papers will be 
used. 


One “Cover-All” Campaign 


Campaign number ten will com- 
prise the company’s foreign adver- 
tising in Canada, New Zealand, and 
Australia. Newspapers, farm papers, 
and magazines will be used in these 
countries. 


The eleventh campaign takes in 
company contacts with dealers and 
distributors throughout the country. 
This is a complete business paper 
campaign reaching druggists, feed 
stores, seed men and the hardware 
trade—the logical retailers of Black 
Leaf and other nicotine products. It 
will tie up with the general adver- 
tising program. 


Campaign number twelve will be 
a combination campaign linking all 
uses of Black Leaf 40. National 
farm publications will be used with 
the largest copy ever offered on this 
product. A Ripley style cartoon, 
“Would You Believe Black Leaf 40 
Has So Many Uses,” will bid for the 
attention of general farm users. 


The thirteenth drive will strike 
directly at the market for Black 
Leaf worm powder which is used 
for the destruction of internal para- 
sites in poultry. A wide schedule of 
poultry magazines and farm papers, 
both state and national, has been 
set up. 


By directing its copy straight at 
specific markets, the Tobacco By- 
Products & Chemical Corporation 
expects to draw increased attention. 
Due to the many uses for the com- 
pany’s nicotine products, a steady 
monthly schedule can be maintained. 


Hold Package Show 


An exhibit of ten cent packages 
will be held at the Hotel New York- 
er, New York, under the sponsorship 
of Syndicate Store Merchandiser, 
Jan. 17-19. The display is being held 
in conjunction with the magazine’s 
second annual packaging contest, to 
determine the best ten cent package 
introduced in limited price variety 
chains during the past year. 


RAPID COPY SERVICE 


e PHOTOSTATS - 


{Vanderbilt 3-3680 
New York peor All Branches 


Cleveland: Main 9335 


{State 6013-4 
)State 5980-1 


Chicago 


hear a  “«+WDOQO050 a — we eectaeiabaeemed — — 
ate ya ’ 
| Po 
Dye : ‘They 0 retreats af deme ant SOM of Che Hw We eet “Taree. Tap” ety iy 
“a ee ee re eee ont entre Fame 2h Me Dre Veto 
p43 $ ee NR PON SALT TT new Cites i howe on 
a a The pee ou te ee Knee Ace wh Ride Sultew ong 
at ey Sn oe ont state 08 cher cemteratme ere Co Camas Searing 
Ae Ceeerctten wt te charectermed fre! te amt soemte The new Ondumebiie wi have Meyer Super. 
{iak ed ona and Vtrmag  Mlmertnne yoo rere Beaten 
pe | Remy ining hah 6 car oma have te be new met The ew Chemie pert wih termed 
ee | 2 ab Ean te we CA oS hom Quem eaamy—tn wow @ te aang @ 
os | 
Fag | eonenee 110 oever— 
fei Tg oe | meting mamas ws eign tenting a mt The he OMe i provide the atrumagey 
otis le." eneseeimene cient Sh her ed 
tes hove wade greet progres to Ge tan i wane NENT PTwTd Renews ao Bree Met AS-i 
pad aoume Sip tiean aa 
ee 
; As eam quate ad ene we hae teem 
. nt teety eet The movers and hikes proving == Oktnmotile Beleree ree are entiied wm af 
~ One a er targus at tees het 9 mem aot berrer 
‘Trae oe Wetmore sina of gusty, Chtemetaie Me car © CpeNaty term anion ew ALL 
re) We 1805 cone every quad Meonare which modem theme earares Sew Ge mew Ohtemetie as meee op 
, cat ony pa 1. ere ged OS lr 
hs ich 
Behe .« Oe S}3NeNeaNeqe0u0”6—00—0#0°0080—00  —  — —_—_————— aoe... 
rar 
ee ea 
a 
ee: 
Way: 
Meda 
eat 
Ses 
ek PE 
ere ters 
Pee 
gn ee meee — ——— —— 
sie tla — ~— To 
na ie 
; Mie os 
eet 
Bi 1 
of 
. 
sigs é 
Ci Se 
| . ee 
sae 
a 
ae 
re j 
| ee 
RS ta Po 
ae 
7. Se 
ae Po 
= iis PO 
2 Sr 
peeeet 2 
behas es 
« ¥ 
he, ek 
= : & 
ae Po 
P B 
Ray es 
Pea) & 
eel 
: ee 
ey 
i Ee 
une | ee 
a 
— 
Fas Po 
aimee a 
ead 
a aa 1 
ea 
a 
Rec 45 Pat OFF ee ee 
on ’ —~ 
; j Sz 
é A —s 
_ FE em 
— \! re 
—= — 
= ncaa 
= ——————4 
——a —— 
a ~~ 
—_—_—_ —_—_—_—_—_—_—_—_— 
SY 
= —_———— 
\ Q POD WS 
WS ey — — . 
= <\ “a 
sé SE _____ 
— 
Y 
’ 1 oe ii As ES Sc NOR ee eae Begs a : i erie aan oe “hte Sear ioe ener g Cea ee Poa, a ee De watapecpemen ales fae: Nee Pic eS a” ete ea eee erect CS. TEER cera NEP oe aah Wage ar ty 
eh 2% OTR SIS ar oes pee eae PE od iaine ree ge | “ik ee Paes Mg ie =n its VES rer SRA 7 epee hee 2 A PNA Say eens a Eas Recent oy Stet Sees e : - File z 
Sor aE CUE MRCS Re lh amt erat Yb ee Sara ae eT Be ae ake a AL gc C0 Oy Nes ame ae Pe as FP ere eR Cy RI ces Bilt MG APRA iN ge ge ra = he Ue ain eo fie a a eine SMe SSN TS Ce SN ad a I a ae eA Sa Sts ag St, Shi eee ae os iy OY Cialis 


ww: S&S | ae ee YY (rn UV om" « 


—ru a 


ADVERTISING AGE 19 


EMPORIUM 
GOOD HOUSEKEEPING 


January 5, 1935 


= 


1.059 women actively buying merchandise 
in 14 departments of The Emporium, San 
Francisco, were interviewed by representa- 
tives of McCann-Erickson, Ine. 


Se 


0 
| 
u 


87.9% said they read magazines regularly. 


SUMMARY OF INTERVIEWS 


Question No. 1: “What magazines do you 
yourself read regularly?” 


Question No. 2: “Of these magazines is 
there any one in whose advertising pages 
you have particular confidence?” 


Question 

No. 1 No, 2 
Good Housekeeping 275 = 178 
Saturday Evening Post 210 59 
Cosmopolitan 209 42 
Ladies’ Home Journal 182 55 
Woman’s Home Companion 17: 63 
Delineator 150 42 
McCall's 139 45 
Collier’s 122 4 
Time 101 6 


American 100 14 


First 10 magazines only. Details of the 
survey in The Emporium may be had 
upon request. This is but one of a group 
of surveys made by advertising agencies 
in 274 stores in 20 cities. 31,520 women 
were interviewed. 14,728 were buying 
in 17 department stores. 


Try these questions in any good store and 
you will learn why it pays to advertise in 


Good Housekeeping. 


Good Housekeeping 


Everywoman’s Magazine 


25¢ per copy: $2.50 per year 
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WARD SPONSORS 
BROADCASTS OF 
BIBLE STORIES 


80 Artists to Present Old 
Testament Episodes 


Chicago, Jan. 3.—Recreating for 
radio listeners the spectacular 
events of the Old Testament, a pano- 
ramic series of “Immortal Dramas” 
will be inaugurated over a coast-to- 
coast NBC-WEAF network Sunday, 
Jan. 13 under the sponsorship of 
Montgomery Ward & Co. 

Eighty actors, singers and musi- 
cians will take part in the Mont- 
gomery Ward program, said to be 
one of the most pretentious ever 
attempted on the air. It will be 
heard each Sunday from 2 to 2:30 
Pp. m. EST, from the NBC Chicago 
studios. 

The new program will mark the 


P. M. 


in planning the Window Dis- 
play, it pays to be “Mer- 
chant-Minded" rather than 
Price-Minded. FACTS TALKI 


FREEMAN COM 
Starr and Borden Avenues 
e Long Island City, N. Y. 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


* Western 
Newspaper Union 


REW YORK «+ 310 East 45th St. 
CHICAGO - 2106 Se. Despiaine St. 
and 34 other cities 


GRANDMA IS NO EXCEPTION TO THE RULE 


—they all keep SAYING . THEY RE MILDER 


Soest i 


ee 


a | do believe 


lM try one 


—and [hear them say .. THEY TASTE BETTER 


Chesterfield newspaper advertisement which caused considerable 
comment this week. Newell-Emmett Company is the agency. 


most extensive if not the first use, 
for commercial radio purposes, of 
biblical episodes, it is reported. 

Scenes from the Old Testament 
were selected by the sponsor for the 
series because of their appeal to 
listeners of every age, and for their 
dramatic and literary values. The 
original version of each episode in 
the series will be presented with em- 
phasis on accuracy. 


Among the episodes to be pre- 
sented are the story of David and 
Goliath, the exodus of the Israelites 
from Egypt into the promised land, 
and the story of Samson. David’s 
conquest of Goliath will be re-en- 
acted in the opening episode. 


Will Use 15 Actors 


The dramatic portions of the bib- 
lical series will be enacted by 15 
veteran radio actors. Compositions 
of old masters and new arrange- 
ments will be offered by a chorus of 
24 voices, directed by Noble Cain, 
NBC choral director, and a 26-piece 
orchestra. The vocal and instru- 
mental music is to be employed as a 
definite dramatic device, instead of 
merely for background or transt- 
tional effects. 

Lloyd Lewis, dramatic critic of 
the Chicago Daily News, and biog: 
rapher and playwright, is the author 
of the series, with Harvey Hayes, 
NBC actor, as narrator. Roy Shield, 
NBC central division music director, 
is in charge of the instrumental por- 
tion of the program. 

Themes from the world’s musical 
classics, with intense emotional and 
dramatic appeal, will be used by 
Noble Cain to heighten the effect of 
the dramas. Solemn chants and 
other unusual and appropriate num- 
bers will be presented by the vocal 
ensemble. 

Characters in the Montgomery 
Ward program will speak a language 
readily understandable to listeners, 
a compromise between the style of 
the Old Testament and the speech 
of the present day. 


Wealth of Characters 


Mr. Lewis, who has faithfully fol- 
lowed the original stories from the 
Old Testament and adapted them for 
radio presentation, points out: 

“No literary masterpiece since 
the Old Testament has produced 
such a wealth of characters. From 
this standpoint, and aside from the 
beautiful style in which it is written, 
the Old Testament stands alone as 
a literary classic. 

“It has given us scores of charac- 
ters against the possible dozen of 
Shakespeare’s which are known to- 
day to the man in the street; about 
eight of Dickens’; probably two or 
three of Sinclair Lewis’ among the 
moderns; and one, Sherlock Holmes, 
created by Conan Doyle. 

“The Jew, the Protestant, and the 
Catholic alike share the great ad- 
miration and respect for the Old 
Testament, and I am confident that 
the ‘Immortal Dramas’ series will 
prove just as interesting to anyone— 
if such a man lives—who has never 
read the Old Testament or even 
heard of it.” 


Brewers Rebel 
Against Ohio’s 
Rule on Signs 


Cincinnati, O., Jan. 3.—Cincinnati 
brewers, through the Ohio Buckeye 
Brewers Association, will fight the 
ruling of the Ohio state liquor con- 
trol board, ordering removal of all 
advertising signs installed by brew- 
ers on the premises of state liquor 
permit holders. 


The ruling by the board also in- 
cludes advertising signs given re- 
tailers by distillers. It had been 
the general practice by Ohio brew- 
ers to furnish beer signs to cus- 
tomers. Violation of the board rul- 
ing can result in revocation of both 
the brewer’s and retailer’s permits. 


Board Has Removal Power 


Power to order removal of the 
signs is vested in the board, the 
state attorney general has advised 
the board. The law, in part, follows: 

“It shall be unlawful for any 
manufacturer or wholesale distribu- 
tor to aid or assist the holder of 
any permit for sale at retail by 
gift, or loan, of any money or prop- 
erty of any description or other val- 
uable thing. And it shall be unlaw- 
ful for the holder of any such permit 
to accept the same.” 


Ask Injunction 
Against Use of 
Race Track Name 


Louisville, Ky., Jan. 3.—Churchill 
Downs, Inc., operating the famous 
Louisville race track where the 
Kentucky Derby is run each May, 
and itself a part of the American 
Turf Association, Inc., brought an 
injunction suit last weekend against 
the Churchill Downs Distilling Com- 
pany of Louisville, asking that the 
distillers be enjoined from using the 
name Churchill Downs, or any pic- 
ture of the track or equipment on 
labels. 

The suit sets forth that in its 75 
years of operation, the Churchill 
Downs race track has established a 
world-wide reputation for financial 
responsibility, fair dealing, and cer- 
tain standards of excellence. It is 
charged that the adoption of the 
Churchill Downs label is a part of a 
design to deceive buyers into be- 
lieving that the product is manu- 
factured by the same interests that 
operate the race track, or that the 
race track interests have an interest 
in the distilling company. 

Denial is made that the track is 
in any way interested in the distill- 
ing company or any of its incorpora- 
tors. The track also claims that it 
notified the distilling company that 
it opposed the use of the name. 


REACH AGREEMENT 
ON STANDARD OlL 
TRAVELING SHOW 


Pact Stops Free Shows, 
Limits Advertising 


New York, Jan. 3.—After the re- 
cent experience of the Standard Oil 
Company of New Jersey in sponsor- 
ing a free road show to promote its 
new Aerotype Esso gasoline, it ap- 
pears that this type of promotion 
for commercial products is doomed, 
for the present at least. 

The company is winding up the 
tour of Guy Lombardo and other 
professional entertainers, following 
an agreement with factors in the 
entertainment world. 

Stinging criticism had been hurled 
at the company by the theatrical 
press, which feared that other firms 
might cover the country with free 
stage attractions and carry motion 
picture and vaudeville houses to ex- 
tinction. 


A statement issued by the Motion 
Picture Producers and Distributors 
of America, Inc., has announced set- 
tlement of the controversy: 


“The ‘free advertising show’ which 
threatened to harm the theater in- 
dustry has been eliminated through 
the prompt and friendly cooperation 
of Standard Oil Company of New 
Jersey executives attending a meet- 
ing with theater representatives at 
the Hays office. 


Now Show in Theaters 


“Agreement was reached between 
the oil company officials and the 
theater heads whereby plans for the 
tour of the Guy Lombardo-Esso Mar- 
keters Revue were revised so that 
instead of competing with estab- 
lished theaters, the show will con- 
clude its tour in cooperation with 
the theaters. The Lombardo show 
will be booked into theaters and 
shown as an added stage attraction 
at regular admission prices. 

“The ‘Esso Marketers’ is the name 
used by the marketing organization 
of the Standard Oil Companies of 
New Jersey, Louisiana, and Pennsyl- 
vania, and the Colonial Beacon Oil 
Company.” 

The change went into effect at 
Schenectady, where the show was 
switched from a rented auditorium 
to RKO’s Proctor theater. 

Problems were encountered from 
the beginning of the advertising 
show. At first a plan of giving tick- 
ets to motorists at Esso stations 
was discarded because it violated the 
provision of the petroleum code on 
free gifts. The plan which launched 
the “cruising show” was free admis- 
sions to persons presenting their 
own driver’s or owner’s licenses. 
This barred children. 


Boosts Attendance 


From the start the attraction 
jammed halls and it has continued to 
double theater attendances where it 
has played since the agreement with 
the motion picture producers and 
exhibitors. Theaters are benefiting 
by complete sell-outs at no extra 
cost, because Esso pays for the 
talent. 

Travel between cities by the or- 
chestra, talent, and production crew 
is by bus. As now carried out, the 
plan provides for evening perform- 
ances, ordinarily two in a theater. 
When possible, a broadcast from 
the stage through a local station is 
arranged. 

The Esso Marketers are not al- 
lowed to do any advertising in their 
programs. Such advertising value 
as is obtained in the theater results 
from the use of the troupe’s name, 
appearance of Lombardo on the ob- 
servation platform of the de luxe 
“cruiser” bus, parked in front of 
the theater, and in mention which 
the theater agrees to give the at- 
traction in its regular local adver- 
tising. When permitted, the cruiser 
travels about town, using its loud 
speakers in Esso promotion. 


—ae 


Edison Managers to See 


Hotpoint Show Premiere 


District managers, range special. 
ists, and home economists associateg 
with the Edison General Electric Ap. 
pliance Company in 11 sales districts 
throughout the nation, will meet jp 
Chicago, Jan. 7 to witness the pre. 
miere of the Hotpoint show which 
goes on the road this month for 309 
showings. A three-day general sales 
conference follows. 

The Hotpoint show is designed to 
tell utilities more about electric 
ranges and water heaters as load 
builders. It includes motion pic- 
tures, demonstrations and special en- 
tertainment. Later in January, 11 
duplicate sets of properties and 
troupes will be sent into the com- 
pany’s sales districts for use by 
headquarters and district office or- 
ganizations of electric light and pow- 
er companies, at a time when utili- 
ties are planning their spring cam- 
paigns. 


Accepts Liquor Copy 

Advertising of beer, wine and 
liquor is accepted by the Junior 
League Magazine, New York. Through 
error, this publication was not in- 
cluded in the list of national mag- 
azines which accept this advertis- 
ing, as given in the Dec. 8 issue of 
ADVERTISING AGE. 


IN THE 
NEW 


ATLASTAT 


ATLAS PHOTO COPY CO. 
4047 


THREE LOCATIONS STA. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN‘’S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 


ATMOSPHERE 


COMFORT 
inCHICAGO 


All Chi offers you 
no finer address than the 
Auditorium Hotel on beau 
tiful Michigan Avenue 
just a few steps from 
the Loop. pd fine 
hotel service and luxury 
at surprisingly lowcost 


—— 
AupIroRiUM 
HOTEL 


Geo. H. Mink, Mgr. 
WITH PRIVATE BATH 


= e 
MICHIGAN BLVD af CONGRESS ST. 
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Business is kicking over the traces. It refuses to go for- 


ward blindly. Its market-minded leaders are demanding 


facts and finding them in the newest research reports 
of R. L. Polk & Co. Where do you stand in these un- 
sponsored consumer surveys? They analyze 17 major 
magazines as immediate markets for advertised brands. 
They confirm the buying leadership of The Geographic’s 
million families. Ask to see the unedited reports. The 
National Geographic Magazine, 30 Rockefeller Plaza, in 


New York City, or The Palmolive Building, in Chicago. 


© Nn. G. M. 1935 
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ADVERTISING AGE 


January 5, 1935 


HOW TO SHIP 


AIR EXPRESS 


2] Telephone Air Express 
Division of the Railway 
Express Agency, or call a 
Western Union messenger. 


Make u ckages as 
for rail A mateo 


Door to door pickup and 

special delivery in prin- 
cipal cities at no extra cost. 
Packages are sent via first de- 
parture on fastest schedule, air 
or air-rail to any point in the 
United States. 


4) Air express travels at a 
speed of 2300 miles over- 
night! Practically all ee 
of merchandise accepted — 


C. O. D., Prepaid or Collect. 


Flown in 3-mile-a-minute multi- 
motored passenger planes of United 
Air Lines and other lines. 


For Local Schedules and New Low 
Rates Telephone 
Air Express Div. of the 
Railway Express Agency 
(or call Western Union) 


Add a new word to your telegraph 
code: AIRYX. Means “Ship by 


Air express, div. Ry. Express agcy”’. 


WELD NARRATES 
USES OF BUYING 
POWER INDICES 


Chicago, Jan. 3.—Establishment 
of buying power indices is neces- 
sary in order that manufacturers 
may know where sales are strong 
or weak as compared with what 
they should be and for creation of 
sales quotas by districts and for in- 
dividual salesmen, L. D. H. Weld, 
director of research for McCann- 
Erickson, Inc., New York, told the 
National Association of Marketing 
Teachers meeting here last week. 
Mr. Weld was unable to be present 
and his paper was read. 

He illustrated his point by telling 
of a Pacific coast district manager 
who was appointed general sales 
manager because of his apparent 
success. After this action had been 
taken, a scientific study revealed 
that Pacific coast sales were lower 
than those in other parts of the 
country when compared with oppor- 
tunities for selling. 

Market evaluation also aids in de- 
termining the amount of advertising 
to be placed in each part of the 
country and in selection of mediums, 
Mr. Weld said. Frequently it sug- 
gests strong copy themes. 

While no general buying power 
index provides an accurate measure 
of the market for most individual 
commodities, it is usually one of the 
factors to be used with others in 
building such a special index, Mr. 
Weld said. He described the opera- 
tions entering into the esteblishment 
of such an index. 


Start With Retail Sales 


“Since the 1929 census of distri- 
bution had not been taken when 
this project was undertaken,” he 
said, “it was necessary to find data 
which indicated buying power by 
geographical divisions, for use as a 
basic series, or dependent variable, 


Ort DARES TO 


BE DIFFERENT | 


Point of 


try. 


Difference No. 9 


DISTRIBUTED 
in More Than 8000 Cities 
in the United States 


The Christian Science Monitor is a daily 
newspaper — delivered by mail 
homes in virtually all parts of the coun- 
It gives to advertisers the advan- 
tages of nation-wide or sectional coverage 
and a unique and effective tie-in with the 
thousands of local merchants in hundreds 


into 


of cities who advertise in the same me- 


dium. 


THE 


CHRISTIAN SCIENCE 


MONITOR 


Published by The Christian Seience Publishing Society 


Boston, Massachusetts 


Branch Offices: New York, Chicago, Detroit, St. Louis, 


Kansas City, San Fr 


iseo, Los Angeles, Seattle, Miami, 


London, Paris, Berlin, Geneva, Florence. 


¥. 


THAN INTERNATIONAL DAILY NEWSPAPER” | 


INVESTORS TALK 


A Letter to the New Y ork Times 


MUNICIPAL ELECTRIC PLANT. 


Prepesa! te Called Unwarranted Use of 
Taxpayers’ Money. 
Te the Batter of The Bow York Temes: 
Commissioner Davidson made an im 
radie plea to save the city and 


7’ ‘Te the victors belong the 
spoils in our form of government, and 
office have been 
known to satisfy political party debts. 
* Why ell this nation-wide ballyhoo about 
eleciric serevce rates, anyhow? What other 
undusiry cen beast such a sleady and uninier- 
rupled downward revision of prices for what pad 
it sella? Ia i conceivable that every one of the 
thousands of officers of these wlililies is dix 
honest, as some politicians would here us 
believe? If not, would noi af leas one of these 


ofl of these @ 
dishonest? If not, why has net al least one of 


This letter is reprinted because it clearly expresses some 
of the fundamentals of this problem which have been 
entirely overlooked and forgotien by those in official 
places and others who have been occupying the pages of 
the paper and the time of the radio. 

‘This advertisement is paid for by the American Security Owners 


Association with funds supplied by 2 discouraged owner of pub- 
lic wnility securities. 


Two-column newspaper advertise- 
ment of American Security Own- 
ers Association which appeared in 
a number of papers this week. 


in order to locate the factors to be 
used in the buying power index. 

“It was decided to use retail sales 
by counties in Pennsylvania, where 
there had been a sales tax for sev- 


were available by counties. It was 
found later that Pennsylvania retail 
sales as reported for taxation were 
substantially below the census of 
distribution figures, but the degree 
of honesty or dishonesty was ap- 
parently fairly constant in different 
counties so that understatement did 
not affect their value for the work 
in hand. 

“After reducing these retail sales 
figures to per capitas, many differ- 
ent possible factors were compared 
with them and finally, the four hav- 
ing the highest degree of correla- 
tion were selected and combined by 
multiple correlation. The resulting 
coefficient was 85. The four factors 
were number of income tax returns, 
number of domestic lighting cus- 
tomers, bank deposits, and combined 
circulation of four leading maga- 
zines. 

“These four factors were then set 
up by states, using the equation 
developed in the Pennsylvania study 
and the results were submitted to 
various tests which proved that the 
same formula applied with a high 
degree of accuracy to the United 
States as a whole.” 

The general index of buying 
power, he said, has been useful in 
many ways, such as comparing 
density of magazine circulation with 
per capita buying power in different 
parts of the country. Its greatest 
value, however, has been as one fac- 
tor, used in conjunction with others, 
in measuring the potential market 
for individual products. 


Philadelphia Women’s 


Adclub Repeats Course 


A free introductory advertising 
course for young women is being 
given by the Philadelphia Club of 
Advertising Women for the eighth 
consecutive year, every Monday night 
for 18 weeks starting Jan. 7. 

Blanche Clair is chairman of the 
course committee, assisted by Nan 
M. Collins, president of the club, Ma- 
rie A. Creamer, Edith M. Perrong, 


and Frances M. Suarez. 


eral years, and where annual sales} 


Getting Personal 


School children of Yonkers are convinced that Santa Claus has 
his factory on Long Island and that his middle name is Morris Einson. 
This deputy Claus sent enough books, toys and games to the public 
schools of his home city to supply every child with a gift. The 
teachers were given Christmas trees and huge lithographed Santa 
Clauses for their classrooms. 


Ed Garbisch (Getchell) was the proud recipient Christmas day of 
the only gift made by the agency’s staff. It is a beautifully-bound 
scrapbook of his press notices as a football star from high school 
days through West Point, so big that two men are needed to carry it. 
The work went on for weeks right under Ed’s nose, and he was none 
the wiser. 


Gordon Aymar, Blackman art director, designed the current issue 
of the Review of Reviews. His work marks the start of a new plan to 
give the magazine a distinctive packaging treatment by an expert 
each month. 


Though he understands he will have no time for any pleasures, 
Allen Willis (Getchell) was glad to get an assignment which will take 
him to Bermuda for a week in connection with photography for a car 
account. A similar assignment was handed out to Stuart 
Campbell (K. & E.) who will labor at his art around Miami for a 
week. 


Edward L. Frankenstein (Rose-Martin) a top-notch contract 
player, was a finalist in the Bloomingdale tournament. Lady Luck 
frowned ever so little and Ed lost the Dodge car reserved for the 
winner. 


George Roberts and Dick Holbrook, the K. & E. Terpsichores, have 
returned from a short Christmas cruise to Nassau, letter perfect in 
the latest rhumba steps. 


Tommy Everett (Getchell) is making a remarkable recovery from 
the automobile accident December 23, when he suffered a six-inch skull 
fracture. He left the hospital this week and is expected at the office 
about the 16th. 


Albert E. Barnard, of the New York Sun’s national advertising 
staff, and Mrs. Gladys Duke, of Chicago, who were married just before 
Christmas, will take up their residence this week at 78 Riverside 
Drive. 


Sidney Bruck and A. H. Kaplan, of the Rose-Martin radio staff, 
made their air debut January 2, when they were drafted as substitutes 
for two missing script readers on the “Voice of Romance” program. 
They were still shaking 24 hours later. 


Roland Galen who recently resigned from the Lazarnick Studios, 
is going abroad some time this month to engage in study and experi- 
mentation in the fields of still and cinema photoplay. 


Henry Eckhardt has seized upon the occasion of the New Year 
cruise of the Empress to the West Indies as an opportune time to 
check up personally on the advances made by a good client. 


Interest in the product of a good patron may also have something 
to do with the fact that Edwin S. Friendly, business manager of the 
New York Sun, and Mrs. Friendly, embarked on the Aquitania Decem- 
ber 26 for a short cruise to the Bahamas. 


Art lovers were deeply impressed by the Christmas card of Under- 
wood & Underwood, Chicago, showing Santa Claus retreating in some 
confusion from a group of nude deal-ites. . Morgan Dennis, who 
created the famous Scotty windshield posters for Texaco, addressed the 
Rochester Advertising Club this week on his favorite subject—dogs. . . 

Speaking of third generations of publishers, Paul E. Clissold, 
circulation manager of Bakers’ Helper, Chicago, carries on the Clissold 
tradition established by his grandfather. 


Harry F. O’Mealia, president of O’Mealia Outdoor Advertising 
Company and Station WHOM, both of Jersey City, has been appointed 
Hudson county park commissioner. He was formerly president of the 
Jersey City Board of Education. 

Cleveland A. Chandler, well-known Boston agency man, has been 
convalescing from an operation at Faulkner Hospital, Jamaica Plain. 
He has been in the agency business for forty years, and is now asso- 
ciated with Chambers & Wiswell, Inc. 


Charlotte Stuhr, advertising manager of the Jersey City Journal, 
received a basket of thirty-five roses on the recent occasion of her 
thirty-fifth anniversary as a member of the newspaper’s staff. She 


became advertising manager twenty-five years ago. 


Radio Starts 
To Correlate 
Coverage Data 


Washington, D. C., Jan. 3.—With 
the idea of ultimately forming an 
audit bureau of radio coverage, the 
National Association of Broadcast- 
ers has begun to correlate existing 
data on this subject. The resulting 
conclusions will be presented to the 
Association of National Advertisers 
and American Association of Adver- 
tising Agencies by Arthur B. 
Church, of KMBC, Kansas City, 
chairman of the N. A. B. commer- 
cial committee. 

The correlation of data has been 
placed in the hands of Dr. Herman 
S. Hettinger, N. A. B. research direc- 
tor. His report, which will probably 
be completed within a month, will 
show the types of coverage checks 
now available, and will put the next 
move up to the A. N. A. and 
Four A’s. 

These two organizations have 
taken the lead in insisting on radio 
data comparable to that now made 
available on publications by the A. 
B. C. The N. A. B. has acceded to 
this request, but it desires that ad- 


vertisers and agencies themselves 
indicate the methods to be followed, 
so that when a bureau is formed, 
its findings will command belief. 
Tentative plans provide that mem- 
bership in the proposed bureau shall 
be voluntary, those having a special 
interest in radio being subscribers. 


Death Claims Charles 


Trowbridge of Indiana 


Charles Reece Trowbridge, 60, for 
many years prominent in advertising 
and publicity work in Indiana and 
surrounding states, was fatally in- 
jured recently at Crawfordsville, 
Ind., when he fell on an icy side- 
walk. 

Mr. Trowbridge was engaged in 
house organ and catalog prepara- 
tion, in connection with the Tuthill 
Publishing Company. For six years 
he was advertising manager of the 
Dodge Mfg. Company, Mishawaka, 
Ind., and later was manager of the 
Conkey Publishing Company, Ham- 
mond, Ind. He had served as pres- 
ident of the Northern Indiana Ad- 
Sell League. 


Select Flint Wilson 


Flint Wilson; former president of 
the New Orleans Advertising Club, 
has been appointed advertising and 
promotion manager of the Standard 
Brewing Company, a new concern in 
New Orleans. 
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DRAW PLANS FOR 
SCREEN COOKING, 
BEAUTY SCHOOLS 


Movie People Want Share of 
Advertising Dollar 


New York, Jan. 2.—The moving 
picture screen will be moved nearer 
the bandwagon in the advertising 
parade with the realization of plans 
by Moe Storch, of Middle Village, 
L. I., and associates to launch cook- 
ing, beauty and fashion schools of 
the screen. 

Representatives of major film pro- 
ducing and exhibiting organizations, 
their interest whetted by dissatisfac- 
tion with their share of the adver- 
tising dollar, are said to be ready to 
lend support. 

The salient feature of the project 
is to produce feature-length, -epic- 
grade advertising films which can 
compete in entertainment value with 
standard screen attractions. Prom- 
inent stars will be employed and 
scenarios will be prepared by high- 
ranking film writers. 

The greatest advantages: of the 
idea, according to the sponsors, are 
that the physical limitations imposed 
by other forms of this type of pro- 
motion will be eliminated, and the 
advertisers’ messages will be so 
heavily sugar-coated that ingestion 
will be entirely agreeable. One of 
the series of “cooking school’ pic- 
tures, for example, will have as its 
plot the solving of the problems con- 
fronting a young bride when she 
first entertains her “in-laws” at din- 
ner. Inexperienced and servantless 
and having the extra task of playing 
hostess as well as cook, she is on 
the point of leaving her husband’s 
bed and board rather than face dis- 
grace, when friends suggest a va- 
riety of easily-prepared and ready-to- 
serve foods. 


Happy Ending 


The film will picture the actual 
preparation of the dinner, the serv- 
ing of the foods, the respectful ap- 
proval of the mother-in-law, the 
adoring admiration of the young 
husband and the delight of the 
bride’s friends over her victory, in 
such a way as fully to satisfy the 
average housewife’s love of drama. 

Romances of the Cinderella type 
will furnish plots for the beauty and 
fashion films, and, in addition to the 
plots, all productions will incorpo- 
rate incidental entertainment of the 
musical comedy variety provided by 
principals and other characters in- 
troduced for the purpose. 

It is tentatively planned to coop- 
erate with newspapers in distribut- 
ing the films, which will be produced 
in cycles so that consistent promo- 
tion can be carried on in support of 
the entire project. Showings will be 
made simultaneously in all the 
neighborhood houses of the exhibit- 
ing organizations connected with the 
enterpise. 

If the reaction to the free show- 
ing of the longer pictures is encour- 
aging, experiments will be made with 
the addition of condensed and re- 
strained versions to regular picture 
programs. 


Newell Leaves Allen-A 


Douglas K. Newell, for seven years 
advertising manager of the Allen-A 
Company, Kenosha, Wis., hosiery and 
underwear manufacturer, has_ re- 
signed. The company’s advertising 
department is to be combined with 
the sales department under direc- 
tion of Herman M. Apple, sales man- 
ager. Don G. Coolidge and E. O. 
Hand have been named assistant 
sales managers. 


Promote Bromley 


National Jeweler, Chicago, has 
promoted Harry J. Bromley of its 
New York office to the post of sec- 
ond vice-president. The publication 
has also opened a new office at 4 
Weybosset St., Providence, R. I., in 
charge of Herman T. Pierik, former- 
ly of The Keystone. 


O’Carroll to Donnelly 


John J. O’Carroll has been named 
director of the national adver- 
tising division of John Donnelly & 
Sons, Boston outdoor advertising 
plant. For the past five years he 
has been general manager of the 
Springfield Advertising Company 
and associated companies. 


Ford Program Moves 


The Ford Sunday Evening Hour, 
featuring the Ford Symphony Or- 
chestra and chorus with guest art- 
ists, directed by Victor Kolar, will 
move to a new time period over the 
nationwide WABC-Columbia  net- 
work starting Sunday, Jan. 6, when 
it will be heard from 9 to 10 > ch. 
EST. The program was formerly 
on an hour earlier. 


Link New Tire 
Guard Effort 
to Auto Shows 


Detroit, Mich., Jan. 3.—Heralded 
as the fourth major improvement in 
automotive safety progress, a new 
invention, the Tire Guard, is to be 
introduced at the New York, De- 
troit, and Chicago automobile shows 
with the support of a preliminary 
campaign in each city at the time of 
the shows. 

The new invention, 
comparable in safety 
with the _ self-starter, 
brakes, and safety glass, 


said to be 
importance 
four-wheel 
is being 


introduced by the American Tire 
Guard Company of Detroit. 


The Tire Guard is a steel inner 
wheel installed so that it becomes 
an integral part of each wheel. 
When a blow-out occurs, or a tire 
goes flat, the car simply rides along 
on the inner wheel so that there is 
no swerving or undue shock. It is 
said to keep the car under easy con- 
trol when tire trouble happens, and 
in addition, no damage is done to 
rims, tires, or tubes. 

Advertising efforts during the 
shows, according to Grace & Holli- 
day, Inc., the Detroit agency re- 
cently appointed by the company as 
its advertising counsel, will be con- 
fined to newspapers and direct mail 
in the show cities. 


After the shows, the company will 
launch a campaign using magazines, 
newspapers, trade publications, and 
direct mail. It will be designed to 
further public acceptance and 
broaden distribution. 


It is planned to have Ralph de 
Palma, of racing fame, give his per- 
sonal cooperation at each of the 
three shows. In a testimonial which 
appeared in a recent advertisement 
in the Detroit Free Press, the only 
newspaper copy the company has 
used to date, Mr. De Palma called 
attention to the need for “locking 
the barn door before the horse is 
stolen.” 


The first magazine advertising 


will appear in the New York auto- 
mobile show issue of Motor. 


OURS 


- - - hours she saved with your products . . . your 
breakfast food that she prepares in a tenth of the 
time it used to take . . . your washing machine, ironer 
and improved soap products that changed Monday 
from a nightmare into just a busy morning ... your 
sanitary floor covering and vacuum cleaner .. . 


For years she has been reading news of these and a 
hundred other aids to leisure—both in the advertis- 
ing pages and in the service departments of women’s 
magazines. She has her free time now . . . and she is 
using it to develop new interests. 


Long ago Woman’s Home Companion recognized 
this trend and acted upon the opportunity for an im- 


CROWELL PUBLISHING 
COMPANY 
NEW YORK 


WOMAN'S HOME ¢ 


Companion 


0 UPEND 


portant new service. But it took a survey*—recently 
concluded—to reveal the true depth of Companion 


readers’ interest in public affairs, sports, clubs and 
a host of other outside-the-home activities. 


This survey proves, beyond a doubt, modern women 


are living broader lives. That is one reason why they 
have given the Companion the largest circulation in 
its field. They find it different—modern—the woman’s 
book that is far more than an excellent trade paper 


of home management. 


And advertisers know that the broader interests of 


these progressive Companion readers mean wider 


wants, better sales prospects. 


PUBLISHERS: OF COLLIER’S 
WOMAN'S HOME COMPANION 
THE AMERICAN MAGAZINE 
THE COUNTRY HOME...MORE 
THAN 8,300,000 CIRCULATION. 


* Available on request 
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Combination Set 


of Women’s Wear 
Is Luxite Idea 


(Picture on Page 31) 


Milwaukee, Wis., Jan. 3.—Orig- 
inated by the Luxite Silk Products 
Company of Milwaukee and New 
York, a novel group of interchange- 
able garments making up a com- 
plete women’s wardrobe is scheduled 
to make its debut this month. 

The set provides varied ensem- 
bles for active sports, lounging, 
strolling, beach wear and _ street 
wear. Shorts, slacks, kerchief, pull- 
over blouse, wrap-around skirt, py- 


jarsas and robe are imcluded, each 
garment being designed to be worn 
with any other. 

Four standard colors are used: 
navy, green, brown, and raspberry. | 
The colors harmonize throughout 
the line. 

The manufacturer is furnishing 
suggestions for store window dis- | 
plays, layouts and mats for news- 
paper advertising, and for seasonal 
tie-ins with sports and other activi- 
ties, all of them stressing a “Luxite 
Varieties for 1935” idea. 

Introduction of the garments is 
built around a typical setting for a 
theatrical opening night, and fur- 
ther promotions make use of thea- 
ter settings dramatizing seasonal 
activities. A show card in colors 


uses a typical stage background. 


Newspaper releases feature use of 
the garments in smart resorts. 

Neisser-Meyerhoff, Inc., is the 
agency. 


Campaign on New 
Process Boosts 


Mobiloil Sales 


New York, Jan. 3.—Announced 
early in November in a series of 
“friction fighting” newspaper maga- 
zine and trade paper advertisements 
revealing a “revolutionary discovery 
in oil refining,” Mobiloil Arctic has 
sold so well throughout the country 
that sales estimates for December 


and January were revised upward 
more than 50 per cent. 

The Socony-Vacuum Oil Company, 
before launching the new motor oil 
made by the Clearosol or “wash” 
process, carried on an _ intensive 
merchandising and educational cam- 
paign in the field with dealers and 
distributors. 

Domestic sales of the new oil in 
November were 40 per cent ahead 
of the same month last year, ac- 
cording to W. H. Correa, general 
manager of the Socony-Vacuum lu- 
bricating department. 

The copy prepared by J. Stirling 
Getchell, Inc., features saving in 
consumption as high as 25 per cent, 
saving in upkeep and repairs, easy 
winter starting and ending of stuck 
rings and gummed valves due to oil. 


ePOPULAR FALLACIES OF ADVERTISING 


‘A Bottle of Good Likker Beats 


any Ad!" 


For any salesman to compare the 
efficiency of his highly personalized 
sales attack on a single prospect, 
with the efficiency of a $10,000 ad- 
vertisement is, of course, a fallacy. 

In the first place, few people outside 


of the pressrooms of the great magazines 
have ever seen a $10,000 advertisement. 
The Saturday Evening Post, for in- 
stance, sells a 4-color page for $10,350 
. .. but when you open your copy of the 
Post, what you see is an advertisement 


, 1 
costing 2,700,000" part of $10,350... 


4 
or less than To ts of a cent. 
No wonder shining lights in the sales 


ADVERTISING does not suffer 
alone from fallacious thinking. 
Every business has its popular 
misunderstandings . . . real estate, 
manufacturing, accounting, con- 
struction, shipping, banking. For 


NESS has been helping business 
men by dispelling fallacies, by pro- 
moting constructive action, based 
on clear reasoning and sound fact. 
That is why business executives 
turn to it with increasing interest 


force feel disdain for so small a fraction 
of a sales-candle-power. 

We all need to think more in terms of 
the unit of advertising that confronts a 
single prospect. Such thinking makes 
advertising men work to improve the 
sales value of the appeal laid before each 
particular prospect, makes them rely 
less upon the cumulative effect of mass 
circulation. 

Such thinking, too, helps those who 


twenty years NATION’S BUSI- 


each month, 


expect advertising to bowl over specific 
prospects, to see it in its true light as 
the smallest known subdivision of 
sales effort. Advertising, when so viewed, 
is valued not so much for its power 
to get orders as for its power to pave 
the way, cultivate favorable attitudes 
of mind .. . in short, to make it possible 
for salesmen more easily to get orders. 


7a NATION'S BUSINESS 


260,000 CIRCULATION 


PUBLISHED MONTHLY AT WASHINGTON BY THE UNITED STATES CHAMBER OF COMMERCE 


“GIRL FRIENDS” 
LIFT HOTPOINT 
SALES TO PEAK 


Aid of Salesmen’s Wives 
Enlisted by 6-E 


Bridgeport, Conn., Jan. 2.—By en- 
listing wives and “girl friends” in a 
pre-Christmas drive to stimulate 
salesmen’s efforts, the heating de- 
vice section of the General Electric 
Company’s merchandise department 
was able to exceed a stiff national 
quota this fall, according to G. H. 
Libbey, Hotpoint sales promotion 
supervisor. 

The “Sweetheart” campaign was 
confined strictly to the G-E appli- 
ance distributing organization, and 
backed up G-E national magazine ad- 
vertising in both mass mediums and 
trade papers. 

It was staged for the purpose of 
building up sales in advance of the 
Christmas season, in order that the 
factory could plan its pre-holiday 
production. Quotas were set up for 
each wholesale district throughout 
the country, and each district was 
broken down into zones for indi- 
vidual salesmen. 

Every dollar’s worth of wholesale 
business was credited to the district 
and the salesman’s territory in 
which it originated, regardless of 
who actually sent in the order. A 
large number of prizes was awarded 
to those who exceeded their quotas, 
ranging from a three-piece silver 
carving set for reaching an individ- 
ual quota, to large silverware sets 
of exceptional value for those ex- 
ceeding quotas by the greatest mar- 
gin. All prizes were 1847 Rogers 
Bros. silver. 

Each salesman participating was 
required to have a sponsor, his wife, 
sweetheart, daughter, mother, or 
other member of the fair sex. The 
thought underlying the campaign 
was that these sponsors, desiring 
one of the prize silver sets, would 
encourage the salesmen to increase 
their selling effort. 


Exceed National Quota 


Frequent bulletins were sent to 
participants, outlining the progress 
of the campaign, as well as letters 
to the sponsors which sought to 
keep up the interest of the women. 
Mr. Libbey told ADVERTISING AGE 
that the campaign was considered 
better than a 100 per cent success, 
since the national quota was ex- 
ceeded. 

The campaign quotas covered all 
items in the Hotpoint appliance line 
except irons, considered a year-round 
item, and included food mixers, waf- 
fle irons, toasters, coffee-makers, 
percolators, heaters, heating pads, 
curling irons, etc. Nine new items 
were introduced, and four others 
were picked out and special lower 
prices established on them for the 
duration of the year. 

Consumer advertising was used in 
Better Homes & Gardens,Good House- 
keeping, and McCall’s, while dealers 
were approached through space in 
Electrical Dealer, Electrical Merchan- 
dising, Hardware Age, and Home 
Ware. The Hotpoint “Redman,” na- 
tionally known trade figure, appeared 
in all trade paper copy. One re- 
lease, appearing in most of the dealer 
papers, featured a clever parody on 
“'Twas the Night Before Christ- 
mas,” with the “Redman” substi- 
tuted for Santa Claus in a Christmas 
stocking bedroom scene. 

The “Sweetheart” campaign was 
instrumental not only in getting 
dealers’ Christmas stocks into the 
stores earlier than usual and thus 
simplifying the production problem, 
but also in helping the department 
to show a sales increase over the 
same season in 1933. 


Gets Flavor Account 


The Ferbo Flavor Works of Bay- 
onne, N. J., has appointed Albert 
Frank-Guenther Law, Inc., New 
York agency, to advertise its wine- 
vanilla extracts. 
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Since the War period, have come these 
new magazines, talking about domestic 
problems rather than dramatic effects, 
dealing with every-day people instead 
of exotic personalities, expressed in 
simple words and sentences that need 
no Thesaurus for interpretation. Thus 


has been built up a new audience for 
the advertiser who has always found 
the magazine-type medium his most 
economical and effective vehicle. 
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REAL PROPERTY 
SURVEY SHOWS 
LARGE MARKETS 


Washington, D. C., Jan. 3.—That 
large markets exist for modern 
housing equipment is emphasized 
by a tabulation made through the 
real property inventory conducted 
by the U. S. Bureau of Foreign and 
Domestic Commerce. 

The inventory, which was origi- 
nally a part of the effort to relieve 
unemployment in the white collar 
class through a taking of a census 
in typical small and large communi- 
ties, has just been released. 

The data now available covers 
2,633,135 dwelling units. Nathaniel 
H. Engle, assistant director of the 
Bureau, in compiling a report on the 
inventory findings, sought to obtain 
factual data which would recon- 
struct the typical or normal Ameri- 
can home. Many differences be- 
tween owned and rented homes 
were seen. 

“The typical American home,” 
Dr. Engle finds, “may be described 
as a single family dwelling, about 
19 years old, of wood or frame con- 
struction, containing five rooms. It 
is equipped with either bathtub or 
shower, indoor watercloset, uses 
electricity for lighting and gas for 
cooking. For the country as a 
whole, reliance is placed predomi- 
nantly upon heating stoves for heat, 
although over 31 per cent of all 
dwelling units use warm air fur- 
naces. Coal is the principal fuel 
used.” 

It was found that nearly 40 per 
cent of the units covered were 
owner-occupied, further that the 
owner-occupied home was consider- 
ably larger than the average rented 
home. 


Owners Live Better — 


Nearly 21 per cent of the owner- 
occupied homes reached by the in- 


"LIBERTY" CHIEFS ENTERTAIN A.N.A. DIRECTORS 


president of the Association of National Advertisers, 


Following the radio address by Allyn B. McIntire, vice-president of the Pepperell Mfg. Company, Boston, and 

~~ on the "Forum of Liberty" program Dec. 27, the 

directors of the A.N.A. were entertained at dinner by Bernarr Macfadden and his executive staff. The 

above group includes O. J. Elder, Macfadden Publications, Inc.; Allan Brown, Bakelite Corporation; Albert 

E. Haase; Edwin C. Hill; Mr. Mclntire; Wm. A. Hart, E. 1. Du Pont de Nemours & Co.; Ken Dyke, Colgate- 

Palmolive-Peet Company; Stuart Peabody, The Borden Company; Paul B. West, secretary-treasurer and 
managing-director, A.N.A.; and Mr. Macfadden. 


ventory were equipped with mecha- 
nical refrigeration, in contrast with 
little more than 14 per cent of the 
rented homes. 

Ninety-five per cent of all owner- 
occupied homes used electricity for 
lighting in contrast with 87 per cent 
of the rented homes. Gas was used 
for cooking by 73 per cent of the 
owner-occupied homes and by 67 per 
cent of the rented homes. 

One of the outstanding undevel- 
oped markets brought out in the na- 
tional inventory is the need for 
sanitary plumbing. Sixteen per cent 
of the owner-occupied homes had 
neither bathtub nor shower. In two 
sections of the country, over a third 


of the rented homes in the cities 


SALES ~ 


During 1934. Sales in 
every one of The 
Alabama Group cities 
—advanced from 18 to 
36 per cent over 1933 
in all major lines of 
merchandise. 


ALABAMA is grateful for 
the smile of prosperity that 


ripples across her domain. No 
single year in past history has 
so bountifully blessed her. So 
great was the upward trend 
that in a span of only six 
months new automobile regis- 
trations jumped more than one 
hundred per cent over 1933 fig- 
ures—and no other state east 
of the Mississippi came near 
this remarkable record. 

So—for 1935, Alabama presents 
that which faithfully promises 


Birmingham NEWS AGE HERALD 
Mobile PRESS REGISTER 


sax on 
é ALABAMA 


The ALABAMA Group 


Headquarters, Birmingham, Ala. 
REPRESENTED BY KELL Y-SMITH COMPANY 


to be the finest market in the 
entire Southland. 

Advertisers who are now 
making plans for 1935 should 
welcome this message. “More 
than Stars fell on Alabama”— 
especially is this true in the four 
Alabama Group cities. 

Into the four cities compris- 
ing The Alabama Group, you 
can lay a blanket barrage—to 
flow outward into a combined 
trading area population of over 
1,700,000 people. There is a 
definite saving in Group rates 
—and each paper therein is an 
essential factor in sound North- 
ern to Southern boundary cov- 
erage. 

Do you want more informa- 
tion? If so, write! 


Huntsville TIMES 
Montgomery ADVERTISER 


studied had no indoor water closets, 
while in three sections, over one- 
fifth of the owner-occupied homes 
were without this sanitary acces- 
sory. 

“Whether we like it or not,” Dr. 
Engle points out, “the facts clearly 
indicate widespread substandard 
living conditions throughout Ameri- 
can cities. Small communities share 
with the large the doubtful honor of 
permitting large segments of our 
people to exist in the meanest sort 
of living quarters, many of which 
are highly unsanitary and therefore 
a distinct menace to the health of 
our people.” 


Harry Cohen, Agency 
Veteran, Dead at 57 


Harry L. Cohen, 57, vice-president 
and treasurer of Smith, Sturgis & 
Moore, Inc., New York, until the 
agency was dissolved last April, 
when he retired, died of a heart at- 
tack Jan. 2 at his home in New York. 

Mr. Cohen began his agency career 
with Albert Frank & Co., resigning 
as chief clerk of that agency about 
24 years ago to help found the agency 
of Collin Armstrong Company, which 
later became known as Smith, Sturgis 
& Moore, Ine. 


Joins Hiram Walker 


R. G. Kendrick has been appointed 
Middle Western divisional sales man- 
ager of Hiram Walker, Inc., with 
headquarters at 1 N. LaSalle St., Chi- 
cago. He was formerly with National 
Distillers Products Corporation, where 
he served as vice-president in charge 
of sales of Penn-Maryland, Inec., a 
subsidiary. Previously he was gen- 
eral manager of Altorfer Brothers 
Washing Machine Company, Peoria, 
Til: 


Two More Stations 
Affiliate with ABS 


Station WJAY, Cleveland, and 
KARK, Little Rock, Ark., on Jan. 1 
became affiliated with the American 
Broadcasting System, new major net- 
work which now includes 24 stations. 

Other recent affiliates of the ABS- 
WMCA network are WNBR, Mem- 
phis; WCOL, Columbus; WJW, 
Akron; WMEX, Boston, and WABY, 
Albany. 


Smith Names Agency 


Chas. C. Smith & Sons, manufac- 
turers of metal specialties, have 
placed their advertising account with 
Humphrey, Prentke & Scheel, Inc., 
Cleveland. Direct mail, business pa- 
pers and direct-selling publications 
will be used in a campaign.for the 
Nu-Vial perfume applicator. 


Farnham Appointed 


R. F. Farnham has been named 
Western advertising manager for 
Chain Store Management. His offices 
are at 201 N. Wells St., Chicago. The 
main office of the publication has 


been moved from 122 E. 42nd St., 
New York, to 18 E. 41st St. 


Packaging Field to 


Have New Quarterly 
A New York syndicate has an- 
nounced Packaging Arts, a quarterly 
magazine for the packaging industry, 
for publication in March. William E. 
Berchtold, editor, has opened offices 
at 220 E. 42nd St., New York. 
Fortune will serve as the model 
editorially and with respect to 
format, art, stock and printing. The 
black and white page rate is $400. 


Is 80 Years Old 


With its 48-page issue of Dec. 31, 
the Kansas City, Mo., Journal-Post 
celebrated the completion of its 80th 
year. The pioneer ancestor of the 
paper, the Enterprise, made its ap- 
pearance Sept. 23, 1854. 


Hat Maker Appoints 


Hirshon-Garfield, Inc., New York 
agency, has been appointed to handle 
advertising of the Brigham-Hopkins 
Company, Baltimore, Md., maker of 
men’s straw hats. Magazines and 
trade papers will be employed. 


Kraft to Make 
Color Splash 


in Magazines 


New York, Jan. 3.—All 1935 maga- 
zine advertising of Kraft-Phenix 
Cheese Company will be in color, 
salesmen were told at the Eastern 
sales convention here this week. 
While the general pattern of the new 
campaign resembles the successful 
one of the past year, the use of color 
on a lavish scale is expected to add 
new punch to the advertising. 

Magazines on the list for color 
pages include Good Housekeeping, 
Ladies’ Home Journal, McCall's, The 
Saturday Evening Post and Woman’s 
Home Compannion. 

There will be a newspaper cam- 
paign as heavy and consistent as 
that of 1934, while Paul Whiteman 
will continue to headline on the radio 
program. Whiteman has won new 
laurels because of his penchant for 
digging up youngsters who later de- 
velop into stars of the first water. 

Kraft-Phenix advertising will be 
given the task of introducing a new 
chocolate, which dissolves instantly 
in water or milk, along with con- 
solidating the position of other re- 
cent additions to the family. 


Mills Brothers Signed 


The Mills Brothers quartet has 
been engaged to appear with Bing 
Crosby, in his programs over the 
WABC-Columbia network from 9 to 
9:30 p. m., EST, each Tuesday, start- 
ing Jan. 8. The program, which 
also features Georgie Stoll’s orches- 
tra, is sponsored by John H. Wood- 
bury, Inc., maker of beauty aids. 


Dewes to Larrowe 


Norman E. Dewes has resigned as 
advertising manager of the United 
States Radiator Corporation to be- 
come sales and advertising manager 
of the Larrowe Milling Company, De- 
troit. 


Select R. H. Jones 


The advertising account of Bradley 
& Hubbard Mfg. Company, Meriden, 
Conn., maker of electric lamps, has 
been placed with the Hartford office 
of Ralph H. Jones Company. 


G-E Lamp Picks Basford 


The General Electric Vapor Lamp 
Company, Hoboken, N. J., has placed 
its account with G. M. Basford Com- 
pany, New York. 


Has the 


“National” 
Reader Interest? 


With the July, 
introduced our 
Bureau. 


Starting from scratch, 
within six months it has produced 
22,000 enquiries from subscribers. 
Ask any other Canadian maga- 
zine to produce such tangible 
evidence of Reader Interest. 


1934, issue was 
Reader Service 


Na 


tional 


HOME MONTHLY «a « 


Canada’s Greatest Magazine 
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FIC SUGGESTS 
COST AS BASIS 
FOR DISCOUNTS 


Washington, D. C., Jan. 2.—De- 
signed to aid in removing the threat 
of alleged unfair competition which 
chain stores are said to give inde- 
pendent dealers, the Federal Trade 
Commission today made public sug- 
gestive amendments to the Clayton 
act intended for the guidance of Con- 
gress. 

The suggested amendments were 
asked in Senate Resolution 224, dur- 
ing the first session of the 70th Con- 
gress. 

It is declared that the purpose of 
the proposed amendment is to pre- 
serve the element of equality among 
buyers in order to prevent sellers 
from discriminating in price without 
limit whenever there is a difference 
in the quantity or quantities sold. 
The proposed act would prohibit con- 
cerns which make different prices to 
different buyers from asserting a 
right to do so merely on account of 
the difference in the quantity or 
quantities sold. 

It is said that the practice of giv- 
ing a large buyer proportionately 
large discounts has been recognized 
as a powerful instrument in building 
monopoly. Different prices are justi- 
fied only on actual difference in costs, 
it is asserted. Under the proposed 
amendment, the prices charged would 
have to be reasonably related to the 
differences in cost and could not be 
so great as to produce an unfair or 
unjust difference. 

Another amendment is designed to 
set up “a more effective obstacle to 
the steady trend toward monopoly.” 
This seeks to provide competition be- 
tween individual units. 


Would Broaden Jurisdiction 


Other amendments to the Clayton 
act are drawn for the purpose of 
broadening the commission’s jurisdic- 
tion so as to include unfair methods 
of competition affecting commerce 
and unfair or deceptive acts and 
practices in or affecting commerce. 
In many of its investigations the 
commission declares that it has 
found numerous unfair methods 
which seriously affect honest compe- 
titors. 

The jurisdiction of the commission 
has been questioned when all parties 
practice the same methods and court 
decisions have intimated that its jur- 
isdiction might thus be lost no mat- 
ter “how badly the public may be 
in need of protection.” The amend- 
ment would give the necessary juris- 
diction “to stop the exploitation or 
deception of the public even though 
the competitors were entitled to no 
such protection, being engaged in 
similar practices.” 


“Arkansas Democrat” 


Promotes Cottonseed 


Because cottonseed products form 
the second largest source of cash in- 
come for Arkansas and several other 
states, the Arkansas Democrat, Little 
Rock, promoted “Cottonseed Products 
Week” Dec. 8-15. The governor of 
Arkansas issued a proclamation for 
the week, which may hereafter be 
held annually and both manufactur- 
ers and retailers cooperated in ad- 
vertising cottonseed products. 

Among the cottonseed products 
which were featured in the paper’s 
advertising columns during the week 
were Bird-brand shortening, Dixie 
margarine, Jelke margarine, Nucoa, 
White Ribbon shortening, Swift’s 
Jewel shortening, Armour’s Vege- 
tole, Crustene, Pancrust and Plato, 
Crisco and Humko shortening. 


Quaker Oats Promotes 


Lourie and Hawley 


Donald B. Lourie, advertising 
manager for Quaker Oats Company, 
Chicago, has been appointed assist- 
ant to the vice-president in charge 
of sales, George McDonald. 

L. R. Hawley, manager of the com- 
pany’s Memphis office, has been ap- 
pointed advertising manager. Mr. 
Hawley was formerly in the Chicago 
office. 


Armstrong Cork Sets 
Up Sales Subsidiary 


All Armstrong products formerly 
sold by the Armstrong Cork Com- 
pany and the Armstrong Cork & In- 
sulation Company are now being dis- 
tributed by a subsidiary company 
known as the Armstrong Cork Prod- 
ucts Company. 

The change in the name of the 
sales organization does not alter 
Armstrong’s distribution policies or 
personnel. All corporate functions 
other than marketing are continued 
under the Armstrong Cork Company 
name. 


Returns to “Forbes” 


Herman C. Daych has returned to 
Forbes Magazine as western adver- 
tising manager after three years in 
Chicago with The American Weekly. 


Richards Heads 
Campbell-Ewald 
Companyof N.Y. 


New York, Jan. 3.—H. T. Ewald, 
president of the Campbell-Ewald 
Company, announced today the for- 
mation of a new company in this 
city which will be known as the 
Campbell-Ewald Company of New 
York, Inc. The new company was 
formed, according to Mr. Ewald, to 
give a more personalized, more com- 
plete service to clients in the most 
important city and territory in the 
United States. 

The new company will take over 


many of the Eastern accounts of 
Campbell-Ewald Company and will 
likewise use the nationwide facili- 
ties of the parent organization which 
has its headquarters in Detroit. 
H. T. Ewald, will be chairman of 
the board; Fletcher D. Richards will 
be president and general manager; 
Lynn B. Dudley will be treasurer; 
and Miss A. C. Schroeder of Detroit 
will be secretary of the new organi- 
zation. 


List Accounts 


Mr. Richards, who has been with 
the Campbell-Ewald organization for 
more than 15 years has already 
moved here and taken over his new 
duties. He has been account execu- 
tive and has likewise held the posi- 
tions of assistant general manager, 


treasurer and vice-president in the 
parent company. 

Mr. Dudley, also a Campbell-Ewald 
man for more than 15 years, has 
been New York branch manager of 
the company for the last seven 
years. Previously he was advertis- 
ing manager of the Federal Motor 
Truck Company, Detroit. 

The accounts to be handled by the 
new company include U. S. Rubber 
Products, Inc.; The New Departure 
Manufacturing Company, Bristol, 
Conn.; Hyatt Roller Bearing Com- 
pany, Harrison, N. J.; General Mo- 
tors Acceptance Corporation; Cycle 
Trades of America, Inc.; Village of 
Saranac Lake, and TWA, Inc. 

Headquarters of the New York 
company will remain at 1790 Broad- 
way. 


i] 


of Key Men” 


It contains: 


data on farm construction. 


An Analysis of Products 


A listing of the principal products used in new 
and remodeling construction with a break- 
down of the primary and secondary factors of 
influence in brand selection and control. 


An Analysis of 


Information on the extent of dealer influence, 
with surveys showing lines of merchandise 
handled, along with capital ratings, and rela- 


tive location. 


Send Fer Your Copy = | 


This book contains vital information for all 
manufacturers of building products. Send for 


your copy today. 


“Nation-Wide Coverage 


This 16-page booklet comprised of factual 
data taken from current surveys, answers many 
of the questions that are being asked as to 
the potentials for 1935 construction in the 
Residential, Commercial and Farm markets. 


An Analysis of Markets | 


A breakdown by units of the number of new 
homes and commercial buildings, with a care- 
ful estimate of modernization projects and 


oe 
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| THE BUILDING INDUSTRY 


faces a busy schedule in 1939 


With the greatest potentials in ten years, and a vast program 
of planned construction, the building industry enters 1935. 
. .. New rules bringing about new trade practice particularly 
where F.H.A. guaranteed loans and insured mortgages are 


concerned . . . and a new army of builders who will control 
1935 building, develop new sales problems for manufacturers 


Dealers 


of building materials and equipment. 


Key Men — Contractors, Builders and Dealers, dominate in 
the fields of residential and commercial building — the fields 
in which the largest volume of planned construction lies. . . . 
Key Men, Contractors, Builders and Dealers dominate in 
American Builder circulation — the largest circulation of any 
building trade journal. 


Advertising in current issues of the American Builder com- 
mands the attention of Key Men in the all-important current 


planning season. Schedules may be arranged on a selective 


basis proportionate to actual Key Man coverage. May we 
reserve space for you? or have the privilege of discussing 
your sales plans with you? 


AMERICAN BUILDER 


105 W. Adams St., Chicago 30 Church St.,New York 


bese . ~ it ee = ‘ = ne) * Nr aoe A 2 ee | “ Be = - s Dg & eh ee 
. 
tele cneecitlpick aed pasando ives senisnantesedestasasurenaciediaschasunsaoeennsupsescsesenpatecteicdnenienesaaetaaaaieae = i ee : 
| i 7 : ‘ 
4 
| 
aimee } 
| | ets s4 
ee eas 
Sore 
name 
Poet e 
eee eee ee  ——————EEEEoOEEeEeEEEEeEeE wes 
TE ae 
} ieee 
| eee ee 
aso 
| a Zg\\ enh ; 
Sat ° A\\Y Rat eed 
Pe ee \\ Ct aera ty 
- 2 ¥ \ a ah ere te 
x ef : mage om \\\ \\\ aa 
, BE eee bs ae vi ote 
ie: ‘ ue | ‘ pee Fe 
7, ae? ve ‘< - : . . pe : x 
a ae ad a " Wee - ae ee ~ Rea : 
A ye . % meni 4 ep. ee 
Y ¥ 6 Ke Y ‘ : BEN 
si ie Ye” 9 ¥ ie See 
na . a ee B ; ‘ga Opianle pe 
ikea ees mx 2 i, me Wi es * - = aN IERIE rr Be anes 
ag ie ‘ 4 4 e2 aa s ee Peat e a 
. te y = i Behr oe Se Vilage rae 
* ieee: <e4.% F ; a # act ae Tees 
é t > ‘ Be genes bg ete his A 2 Seer 
go q = sae ee ; ovine eae ; 
e's me a sole an ht . ee 
sees Sai ¢ aah g a q 2 met ; aM 4 . aes = 
SR Rae i aN Be) a eee 
My Saloon ou ; th i mas ai . jdaa\ ae et ee u 
| ai ee f ae os Ni ae oe a ea eats ane iS 
Che eTocs Pa aie Sal COR ren cr ey in & is 1 eee ae 
, Bae ts ; Ae : HOA, oe tae Page - : h. oe oe ra ae Sg j 
iy an! 4 Hes Tare ae fm a te . %: ) : alea pe 
ee a 2 ie a ed oe ig ae ee. Da: fs bd s\ Peet ‘ 
pee. = ? Pee tena >, = Set oy jae a rap tea r 2% va J SE 5 
) ene ; . ret € ‘3 eh ee a Sn eT ee co \ e% ¢ \ a ts 7 ae 
> Sree eg ee . oe te La he. S by cise oe aie 
Rie aT TY i anit eel, = “ % BP. 7 
a 2. pa ie aa ey ‘, bag 7 
ee. cone | ee oe 
. eee ante a. 2 meh 
— eng Fat - ; ~ ress : 
: ae et Maisie © ‘ ee ano ‘ et * er Pe ae . ‘- 
Boa Ae Te 4 A ee eens 1 & ae sac Mae 
ae eae a " ees a ee ea Bee iy 
285 oat. ee 4 4 & , : i¢ : ae. a ae 
———— ; ‘ Ae ne ee aioe 
a eee ee a rd eS Ps j pt aga FS mY, be iii nee 
: | ee ae ada ny ota ee... wis ‘ 
: 2% i Su eave Fa se ee 
oe ": aie ‘ z é ‘ees : e% 
. Ree ae i =} + - 4 * ee ig oF a: ia Ra Nay: fe ad sve 
ek ae atic $ em ; eae ( ee a ; 5 Sica ee oy: 
a Sting « 5 me i ‘ 6. enn 
a a ¢ soe ® ee 
a en Se. 4 > ‘§ ; ‘ 4a \ Et te 
a M Be NL lee gt Se Qg : ia ae aaa 
en I Pe , oS of cd aa 
oe. ee » ate as es . ix 
pee A ¢ ck ee pans eee r et Fee poo 
ES Slee “Lae 1 ee 
rig gla as a ye es a ae % os by 
Pee ot ee aa / bare ee” Brig al ae . 
fel Pa A ‘ Ply ay ale oo Hiei pens 
. la We ie, FS Gi on ee " Bigs Pay 
4 ; + i oi —_ if <i ead 
ae oth tig Seem yer ages eee 
ne ee aed SS Um wae 
—e UCU Wee 
| $ o * fees 
: gies 
| Eases 
| Sa 
i ee, 
as 
a eos 
d ‘ : 
n- Pe 
ee 
] ee me 
| 
| ge 
e 
a te ms, rs 
| ae 
a 
o 
a 
ee oe 
sais Rs eeanel ee . = 
os) 
pi ae 
ere 
a PO oe 
be ie Tee 
es, 
a oat 
ape 
oh eur? 
ite: 
idles 
| : 
| Hinges 
ee 
1 aia: 
Pp » 
ee 
a 
- “ : b ° * . PRE aid % = b ~ 7 
eee reer Ae eer ce reo Oh, Sena E le ener ee Ce. a, er eh bel cesar | ch aera sas keene Peet Oe), 3 5 gman ek SURAT e ee 
cL EAA alias ON ee epee ONE Cras, teeter. ie em cota Gene Wt hae ame ree S|: kt <2) ice 1 cei rommeaMmeec | ries isc e.t | alee eat BN oes aaa 
A ae On ee ee aimee are ne ae a i a a 2 =e LS ae a ee ene Seer iM Ae OUR Ck coge ee th AMM: Tar CP deco cc an Oh Oita) 2S a in CS) Tc cor, a : awh eg ieee Ue Sa a RO AS oo alec ue Ratatat Pea ee ee ne bees Gt P 
Oe Sh eee ok Sil Ay (tN tae ec een gi ae a) cue cere Sf eae age ea Oh we oe Cen Te SA Teme erie po ea. | ee eee ae eee Nae) MR Re eA a eee: ie ce Es Raa, ins a i Sept a hats Salles ARNG sO: Map PROMO EY. aac de pet BR WRT Sa Pe oP ah, ee 
is me Ae pee ae — renee: epee NS Nina eee 2S a peal ees Say a pens apaia a os or RO 8 ae os a Dies cas EN ey eats said i he i a reat nae Shee: ease tine ies cunaeen 
2 reels ahs Be as Per = eat si 2 : 4 ds rere E ieuiket= 0% eel, Phekd cio eos UE BS ene es ; Regios ae aap pate Hee oe Pa eee : Fae Ere 2 See oo es La A Oe he SALA exe Spe oe fe aks - 
SE. Sk ee ER OE es, ae ae A cura are yt Genre Nie fe ok Ya Rn A SNR NE TRS cuit Noe ahi i RCL ROM SE, ay Mota cy cd: Per Me nae eA ESR ee a ai Mien Site PSS PR a aly Ck ie eh i ee a eR What Mie C, n aikdal aul Meme ciara meee = Gree ie en” ct thy ay ae RN ae eS, ko hee ge A eg eee ae ee Orr pies et ae AO eae ee 


Ee 


28 


ADVERTISING AGE 


January 5, 1935 


“Gossip” Appoints 
Gossip, a monthly class publication 
in Austin, Tex., has appointed the 
Gray-Nogues Company, New York, as 
its national advertising representa- 
tive. 


Aldred with Stedfeld 


Raymond Aldred has joined the H. 
L. Stedfeld Company, New York 
agency, as business manager and sec- 
retary-treasurer. 


NEW NVA an , “J 
CATALOGUE OF $10 
STOCK PICTURES 


Contains over 1000 subjects, cov- 
ered by model releases and avail- 
able at once. Send $5 for catalogue. 
We refund with first picture order. 
Catalogue also available on 10 
days’ approval. 


UNDERWOOD 
AND UNDERWOOD 


NEW YORK * CHICAGO * DETROIT 


“Pages” / 
that SELLe 


Four pages—one sheet 
of sturdy bond paper 
“FOUR PAGES’ —covering 11 major 


Reg. U. S. Pat. Off. newspapers, farm, 


trade or general maga- 
zines (regional or national)—oow help publishers and 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 
forms as ‘' questionnaires.” ¢ « Send for samples today, 
on your letterhead. No obligation to buy. 


ADVERTISING MEDIUM ANALYSIS 
$00 Sansome Street San Francisco 


CHEVROLET SEES 
PRICE-APPEAL AS 
MOST IMPORTANT 


(Continued from Page 1, Col. 2) 
be called the “PEP” car, the initials 
standing for performance, economy 
and price. Its introduction is based 
on the belief of company executives 
that the most important feature of 
the 1935 motor market and attend- 
ant advertising campaigns will be 
price-appeal. 

The company cites in support of 
this stand the results of a series of 
surveys conducted by a nationally- 
known finance company. These sur- 
veys revealed that the average 
monthly income of those who pur- 
chased cars in the lowest price class 
was $206 early in 1934, and that 
later in the year the monthly income 
of this group had declined to $160. 

Basing its argument on these fig- 
ures, the company states that price 
tags bearing only three numerals of 
“moderate size” are the only ones 
which will be acceptable to this 
group. Supplementing the figures, 
states the company, is the already- 
proved success of the lowest-price 
Chevrolet line—the standards—dur- 
ing the depression market. 


Will Have “Turret Top” 


This car wags created, it was 
stated, in the belief that precision 
methods and quality manufacturing 
can be carried down into the very 
lowest price brackets. Whereas 
more expensive cars can offer a 
slight measure of additional com- 
fort and an added amount of per- 
sonal gratification, the smaller cars, 
typified by the 1934 and the new 
1935 line of Chevrolets, narrow the 
“quality spread” to almost negligi- 
ble proportions, company officials 
maintain. 

Perhaps one of the most outstand- 
ing improvements in the 1935 master 
de luxe models is the new “turret 


PERS 


Use the 


Read your own copy of ADVERTISING AGE 
and be sure of having the latest information 
on all advertising developments all over the 
country while the news is hot. 


$1 a year—Fifty-two issues! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 


year. 
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top” roof construction incorporated 
into the Fisher bodies this year and 
which, the company claims, offers 
greater safety and durability than 
ever before. The “turret top” was 
designed on the principles governing 
the construction of battleship gun- 
turrets, it is said. 


Roosevelt Bars 
Use of Picture 
in Advertising 


Washington, D. C., Jan. 3.—Follow- 
ing announcement that the liquor 
firm which recently used President 
Roosevelt’s picture in its advertising 
had explained that it had intended 
no offense, Stephen T. Early, secre- 
tary to the President, pointed out 
that there had been other unauthor- 
ized uses of the picture. 

It has been stated at the White 
House that no permits are granted 
for the use of the President’s picture 
in connection with any advertising 
whatsoever, and in cases where such 
permission has been sought all re- 
quests have been denied. 

It has been explained that the rea- 
son for this general denial is to pre- 
vent possible misunderstandings 
which might arise. 


J. W. Phinney, Type 
Founding Expert, Dies 

Joseph Warren Phinney, vice-pres- 
ident and director of the American 
Type Founders Company, died at his 
home in West Medford, Mass., Dec. 
28, at the age of 86. 

Mr. Phinney was credited with 
originating more type faces than 
anyone in his vocation. He was a 
director of Barnhart Brothers and 
Spindler, Chicago type founders, a 
director of the National Paper and 
Type Company, and a trustee of the 
Franklin Typographical Society of 
Boston. 


Bread Company Takes 
Radio Transcriptions 


Radio Transcription Company of 
America, Chicago, has sold _ its 
“Leather Stocking Series” of 26 tran- 
scription programs to the Tacoma 
Bread Company for release through 
KVI, Tacoma. 

A. E. Bennett, Australian repre- 
sentative of the company, has sold 
the 104-program series, “Pinto Pete 
and His Boys” to the Rinso soap 
products distributor in New South 
Wales for release on various sta- 
tions. 


Loose-Wiles Drive 
to Feature Color 


Color and large space will feature 
the new campaign of the Loose-Wiles 
Biscuit Company, Long Island City, 
N. Y., directed by Newell-Emmett 
Company, which will start with Feb- 
ruary issues of magazines, and in 
newspapers the middle of this 
month. 

Magazine copy will be in color, and 
both color and black and white will 
be used in newspapers, with large 
insertions in place of the two or three 
small advertisements a week previ- 
ously used. 


D’Olive Promoted 
by Stewart-Warner 


Charles A. D’Olive, former direc- 
tor of refrigerator sales and engi- 
neering, has been appointed assistant 
to Frank A. Hiter, general sales man- 
ager of the Stewart-Warner Corpora- 
tion, Chicago. 

John F. Ditzell, general sales man- 
ager of Majestic radio and refriger- 
ators from 1931 to 1933, has joined 
Stewart-Warner in charge of radio 
and refrigerator sales. 


Ainley to Erwin, Wasey 

Joseph T. Ainley, recently musical 
and dramatic production manager 
with the National Broadcasting Com- 
pany, Chicago, has been appointed 
director of radio production for 
Erwin, Wasey & Co., Chicago. Wil- 
liam Wedell has been promoted to 
broader duties in connection with the 
agency’s creative service. 


Joins U. S. Drug Corp. 


Dr. Erwin E. Nelson of the Uni- 
versity of Michigan has been ap- 
pointed principal pharmacologist in 
charge of the drug division of the 
federal food and drug administra- 


tion. 


Earnings of 
Advertisers 


For the quarter ended Nov. 30, 
1934, consolidated net profit of the 
Wesson Oil & Snowdrift Company, 
Inc., and subsidiary companies was 
$729,954, compared with a net loss 
of $166,823 in the same quarter of 
1933. 


= 2 9 


International Shoe Company re- 
ports net earnings for the year 
ended Nov. 30 of $8,967,024, com- 
pared with $9,090,566 during the 
previous year. The aggregate of 
business transacted by the company 
and its subsidiaries was $115,382,430, 
compared with $105,302,056 a year 
ago. The company’s net sales in- 
creased $6,825,554 to a total of $77,- 
168,662. 


, F 


Kelvinator Corporation’s consoli- 
dated net profit for the fiscal year 
ended Sept. 30 was $1,203,439, the 
company reports. This compares 
with $723,561 in the preceding fiscal 
year. 

vv¥se? 


Net profit of the Florsheim Shoe 
Company for the year ended Oct. 31 
was $402,336, compared with $586,- 
811 in the previous year. 


+ FF 
Distillers Corporation-Seagram’s 
Ltd., and all its subsidiaries for the 
fiscal year ended July 31 made net 
earnings after all charges and re- 
serves of $1,152,855. For the quarter 
ended Oct. 31, net profits were $1,- 
965,393, compared with net profits 
of $532,976 in the October, 1933 
quarter. 
vg¥se? 


Williams Oil-O-Matic Heating 
Corporation for the year closed Oct. 
31, 1934, reports profits of $55,546 
after depreciation and other charges, 
compared with net profit of $46,712 
in the preceding fiscal year. 


a ae 

Swift & Co. report for the year 
ended Oct. 27 net income of $11,- 
602,156, compared with $10,297,378 
in the previous year. The 1934 figure 
given, however, represents, net in- 
come before setting aside of $6,- 
500,000 to provide for shrinkage in 
inventory values, as compared with 
a similar provision of $4,267,000 in 
the prior year. 


¥ Ff 

Net earnings of the Cudahy Pack- 
ing Company for the fiscal year 
ended Oct. 27, 1934, are reported as 
$1,968,262. Total net sales increased 
from $124,300,000 in 1933 to $151,- 
400,000 in 1934. Although the in- 
crease is mainly due to higher mar- 
ket prices, sales tonnage showed a 
substantial increase. 


Chain Tax Upheld 


The Wisconsin chain store tax as 
amended by the 1933 legislature is 
constitutional and applies to gasoline 
service stations, according to a rul- 
ing by Judge A. G. Zimmerman of 
Madison. The judge dismissed suits 
brought by the Wadhams Oil Com- 
pany and Ed. Schuster & Co., Mil- 
waukee. 


Name Tyson-Rumrill 


Tyson-Rumrill Associated, Roches- 
ter branch of O. S. Tyson & Co., Inc., 
New York agency, has been appointed 
to handle the advertising for Mixing 
Equipment Company, Inc., Rochester, 
N. Y., manufacturer of portable 
mixers and agitators. Business 
papers and direct mail will be used. 


Clark Moved Up 


Harold F. Clark, formerly advertis- 
ing promotion manager of True 
Story and lately advertising promo- 
tion manager of Liberty, has been ap- 
pointed assistant to Carroll Rhein- 
strom, advertising manager of Mac- 
fadden Women’s Group and Photo- 
play Magazine. 


Opens Chicago Office 


Roberts Everett Associates, Inc., 
New York agency, has opened a Chi- 
cago office at 75 E. Wacker Drive. 
Stuart Hamilton and Eleanore Page 
are in charge. 


Bamberger Names Plaff 


Alexander Plaff has been appointed 
advertising manager of L. Bamber- 
ger Company, Newark, N. J. 


RAPID'S CELEB 
S ER IES ' j (As 


Ed Wynn 
and Graham 
might tell an ad for us. Apologies, 


men.) 


“Folks, seriously, Rapid Copy is—” 
“Same old Graham.” 

“Rapid Copy can—” 

“So YOU say.” 

“Rapid Copy does—” 


“This will slay you, Graham. My 
horse thinks Rapid Copy, (heh, 
heh), is the Easter Bunny’s twin. 
Rabbit Copy—get it, Graham?” 


= 
PHOTOSTATS 


KAPID COPY 


SERVICE 


me 
Vanderbilt 3-3680 
New York For all branches 
Cleveland: Main 9335 


. State 6013-4 
Chicago } State 5980-1 


Ideal for account execu- 


tives...2 room suites with 
very large rooms, serving 
pantries. Perfect for hold- 
ing conferences. The at- 
mosphere is conducive 
to good work. Splendid 
location, one minute from 
152 agencies. 

Daily rates for advertis- 
ing men from $3 single, $4 
double. By the month: 
two room suites from $115. 


HOTEL 
WINTHROP 


47th STREET AND LEXINGTON AVE. 
NEW YORK CITY 


A ROGER SMITH HOTEL 
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Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 


ing them, or through ADVERTISING 
AGE. 
No. 691. The Butcher, the Baker, the 


Candlestick-Maker. 

An easy-to-read NBC booklet sum- 
marizing results of a study by the 
Psychological Corporation of groc- 
ers’, druggists’ and gasoline dealers’ 
reactions to radio and other adver- 
tising. Also available is a separate 
be:k presenting the complete report, 
“A Study of the Relative Effective- 
ness of Major Advertising Media.” 


No. 629. World Program Service. 


A leaflet describing the service of 
World Broadcasting System, and giv- 
ing station rates, location, power, and 
other information about affiliated sta- 
tions. 


No. 671. Radio, as a Cultural Force. 

William S. Paley, president of CBS, 
outlines in this booklet the progress 
made in recent years in the use of 
radio for cultural and educational 
purposes. The philosophy of CBS in 
that respect is interestingly treated, 
and the booklet touches on the prob- 
lem of possible legislative direction of 
radio. 


No. 686. Advertising Life Insurance. 

Published by the insurance adver- 
tising department of the New York 
Herald Tribune, this booklet pre- 
sents a study of the New York mar- 
ket’s advantages for insurance adver- 
tising, and raises the question as to 
whether companies are making ade- 
quate use of New York newspapers. 


No. 612. There’s a Turn to Color in 

Magazine Advertising. 

A fascinating contrivance that 
points out the value of color in ad- 
vertising, and especially in Cosmo- 
politan, through the medium of a 
“turntable,” upon which college pen- 
nants, national flags, etc. are de- 
picted, as well as the products, in 
colors, of leading advertisers. 


No. 613. “Where They Buy.” 

An unusually comprehensive study 
of the distribution of retail sales in 
the United States paralleled by a 
study of the circulation of women’s 
magazines. The study details the per- 
centage and volume of retail sales 
in a number of lines by counties, ac- 
cording to the size of their largest 
cities; by shopping areas, according 
to the size of their shopping centers; 
and by counties, according to their 
consuming ability. Attractively pre- 
sented, this volume,: replete with 
charts and graphs, should prove of 
value to advertisers and agencies. 
Published by Woman’s Home Com- 
panion. 


No. 621. Route List of Portland Re- 
tail Grocers. 

Published by the Portland Ore- 
gonian, this grocery route list not 
only contains explicit directions for 
routing salesmen to grocery outlets 
in Portland, but it also contains a 
directory of wholesale grocers and 
buyers, chain store groups and buy- 
ers and buying associations. 


No. 627. The Truest Barometer of 


Business. 

An effective demonstration of the 
fact that street car traffic figures sup- 
piy the truest business barometer. 
Contains statistics showing the up- 
ward trend in street car traffic in a 
number of the country’s most impor- 
tant cities. Published by Barron G. 
Collier, Inc. 


No. 672. Show Now Going On. 

The New York Daily News dresses 
up circulation statistics in unusual 
fashion. Humorous copy and use of 
comic illustrations in color achieve 
a high degree of readability for this 
booklet, which presents comparative 
data on New York dailies’ circulation 
in that metropolis and suburbs by 
borough, districts, towns and coun- 
ties. 


Joins Husband & Thomas 


Theodore P. Seymour has become 
associated with Husband & Thomas 
Company, Inc., New York agency, as 
an account executive. For a long 
period he was assistant to the gen- 
eral manager of the American News- 
paper Publishers’ Association, and 
more recently was carrying on spe- 
cial investigation work for financial 
interests. At one time Mr. Seymour 
was assistant to the publisher of the 
New York Evening Post. 


Wilson to “Transcript” 


Donald B. Wilson, formerly asso- 
ciated with the Chicago office of the 
J. Walter Thompson Company, and 
recently New England manager for 
the Evans Publishing Corporation, 
has been added to the national ad- 
vertising staff of the Boston Evening 
Transcript. 


Northland Ski Appoints 


Northland Ski Mfg. Company, St. 
Paul, Minn., has placed its advertis- 
ing account with the Minneapolis 
office of Erwin, Wasey & Co. The 
Northland company makes skis, 
hockey sticks, toboggans, snowshoes, 
and winter sports accessories. 


Railroad Appoints 
The New York, New Haven & Hart- 
ford Railroad Company has _ ap- 
pointed the Goulston Company, Inc., 
Boston advertising agency, to direct 
its advertising. 


New Drive for Pens 


The Esterbrook Steel Pen Mfg. 
Company, Camden, N. J., has re- 
sumed newspaper advertising, using 
space in Camden and Philadelphia 
papers. 


Promotion Plans 
of Large Banks 
Are Summarized 


——» 


Milwaukee, Wis., Jan. 3.— The 
financial advertising outlook for 
1935 is encouraging according to first 
returns of a survey being made by 
A. R. Gruenwald, advertising man- 
ager of the Marshall & Ilsley Bank, 
for the Financial Advertisers Asso- 
ciation, composed of leading banks 
of the country. 

Of members reporting, 64 per 
cent plan at least to maintain the 
advertising pace of 1934; 24 per 
cent will increase appropriations; 
four per cent will decrease ap- 


propriations; while eight per cent 
have not completed plans. 

The majority of these banks plan 
to run educational bank campaigns, 
about one-third will advertise for 
loans, 14 per cent will publicize sav- 
ings, and 12 per cent trusts. 


Tractor Account Placed 


Maxon, Inc., has been appointed to 
handle the foreign advertising ac- 
count of Cletrac crawler type trac- 
tors, made by the Cleveland Tractor 
Company. Frank D. Amos will con- 
tact the account. 


Miller Joins Reps 
Neil Miller, formerly with the San 
Francisco Examiner, has joined the 
Los Angeles office of Blanchard-Nich- 
ols,-magazine publishers’ representa- 
tives. 
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MEMPHIS 


—Memphis merchants re- 
port the finest holiday busi- 
ness in years. Streets were 
lined with automobiles 
laden with shoppers from 
the Tri-States. Cotton 
money flowed freely—and 
there is more to come. Bet- 
ter quality wares are in 
demand. Price tags are no 
longer the main point of 
interest. By all means, make 
Memphis—and The Com- 
mercial Appeal the key-pins 
in your Southern schedule 
setup. 
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OF THE MID-SOUTH 
for 1935 
as of 1934 


NEW YEAR dawns upon the Mid-South 
Empire. New—and greater opportuni- 


ties are much in evidence. During 1934, the 


Mid-South blossomed 


forth with a revival of 


business volume that startled the nation—and 
1935 is off to a start that indicates an even 


greater record. 


The old "Market Master" of this great fertile 


years. 
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THE BRANHAM COMPANY 


area — the largest all-in-one market of the 
South—is stronger than ever as a sales influ- 
encing factor. It has a greater circulation— 
and is a decidedly better paper than any time 
in its past history of more than ninety illustrious 


As in 1934—The Commercial Appeal is your 
best sales builder for 1935. There is no doubt 
of that fact. Record after record stands as 
proof of its ability as a creator of sales. It is 
"The Market Master" 
trading area — and as such it offers an un- 
paralleled opportunity to those who are going 
into 1935 with plans that must win. 


of the South's largest 


Right now is the time to set your schedules 
to work. Business in the Memphis Mid-South 
Empire is good—and The Commercial Appeal 
is in a position to render a fine account of itself. 


JAMES HAMMOND 
Publisher 


APPEAL 
Gaby wo 


| PF ee = 
ee | _ ee ee ¥ 
| 
———— ee am | 
| | pe ae a 
) a i = 2 
ie 
| | : 7 , oe 
ess. je—S—SSS———————eeeeeeeeee ee at : 5 
| i \} | | | ] | at 
Se il HI} he 
AVI Wy “a 
\ 7 Mi 25 
a | . 
_ / \ | \ i i ‘ie 
Ai | | | med a 
Mitt | WAT a 
| AW Wil WA ee 
\V WW Tl ALY | . 
| | es 
: \\Ni aL h a 
\W Z-M pP E f ! : 
eee aae (fll A : 
) o> AD. /pANK THEFT I Bees 
\ Aa) _ ayn || Hh) ae 
\ Y / - 
NYY S| <= al 
| \ K \ | Pe 
! : a 
| I ee 
\ [| 2 
u- Nxt wa | | ne 
en . 
th he = a _ 
Jom | Ae di 
1S =o ie 
d- a= | ae S 
r . 3 — Nl i 
m a | a aap pom . 
. TTA) eee un Meee mesg 
m ae fe eee ae | : 
ee ee : 
ii] | tai: \ Hf 7 == fir i : SS =" ; be 
‘is- rea sit AR = Pe, yam Sy = ee 
- Gyiditattianits Pe si 
$4 SEE es 
th: Serra! i 2 
rome Ye || eee ed | cia 
A P| | aimee <7) ma ot hun 
- een er : SemmeiZ. 
eee 
: suaL':2' Sim err 
‘ 
re | 
| 
fie 
| 
— | . 
eegae. ; 
sh, OR pana pm RS 8 Roaapens Ye 1.) hegre Ae rae es A lola ar a Meae RNta 2 liga he ln a ge ee de ea ca el A) ee ee eS ts a cs ee eae Smee ee o/c Ce a 


30 


ADVERTISING AGE 


January 5, 1935 


Advertising 
Gain Cited as 
Recovery Sign 


Washington, D. C., Jan. 2.—Secre- 
tary of Commerce Daniel C. Roper, 
in a message made public today, 
finds general improvement in busi- 
ness throughout the nation. Among 
the indicators mentioned are im- 
provement in retail trade and in 
advertising and subscriptions to 
publications. 

“Improvement in retail trade has 
been most remarkable,” the secre- 
tary states. “It was larger during 
1934 than at any time since 1929. 
During the holiday season just 


closed, stores were literally stripped 
of goods and merchants were frank- 
ly astounded at demands they were 
unable to fill, True, some of this 
money could be traced back to gov- 
ernment funds, but not all. Trade 
has been especially good in small 
towns and rural communities where 
the added income of $1,000,000,000 
among farmers during the year 
found ready circulation. 

“Another easily discernible barom- 
eter of the times is found in the 
publication field. Both subscriptions 
and advertising incomes have gone 
upward appreciably. Persons do not 
subscribe to newspapers and maga- 
zines in increasing numbers and 
merchants do not increase their ad- 
vertising unless the outlook is opti- 
mistic.” 


Gust Company Sets 
Up Eastern Office 


A new Eastern division of the Rob- 
ert P. Gust Company, Inc., sales man- 
agement, has been established with 
offices at 369 Lexington Ave., New 
York. The main office remains at 
529-33 S. Franklin St., Chicago. 

Establishment of the new division 
places the company on a national 
basis, with coast-to-coast coverage. In 
charge of the new division are 
Monroe D. Robinson and Harry H. 
Wright, as managing directors. 


Salada Expands Drive 


Salada Tea Company will increase 
its newspaper advertising by 15 per 
cent, N. J. Holmes, general sales 
manager, announced at the com- 
pany’s annual sales convention in 
Boston. 


Makeup Series on Air 

V. E. Meadows, former cosmetics 
adviser to Hollywood film companies, 
is being heard over the American 
Broadcasting System-WMCA network 
in a new series called the Meadows 
Beauty Forum. The listener is taken 
through a course in the art of make- 
up. The program is heard Mondays, 
Wednesdays and Fridays from 1:30 
to 2 p. m., EST. Dick Messner’s or- 
chestra, and Paul Keast, tenor, are 
on the program. 


Le Bas Appoints 


Le Bas, Inc., New York specialty 
shop, has placed its advertising ac- 
count with Craven & Hedrick, New 
York agency. Robert Ryle, presi- 
dent, is in charge of advertising, 
while Arthur Harris is account ex- 
ecutive. Class publications will be 
used. 


SEARS Chooses 
Federal Signs 


New Chicago 
Store... 


Heer as an outstanding example of 
modern architectural design for retail stores is 
the new Sears, Roebuck and Co. store opened re- 
cently at 63rd and Halsted Streets, in Chicago. 


It is with a keen sense of gratification, there- 


fore, that we show here both day and night views 


of this new Sears store—with electric signs by 
Federal. 


For many years Federal has filled the electrical 


advertising requirements of Sears stores through- 
out the country. So, too, has Federal filled the 


electrical advertising requirements of other lead- 
ing national advertisers, such as Chevrolet . . . Standard Oil... Coca-Cola... Kraft . . . Phillips 
66... Hiram Walker... Old Dutch, and a host of others. 


Perhaps one of the reasons why Federal numbers among its clients so many of the nation’s 
leading advertisers is that Federal provides advertising ideas for its clients—not “just signs.” 


Federal is adequately equipped to design, manufacture, erect, and maintain electrical ad- 
vertising displays—either “spectacular” or dealer displays—for you in any city. 


FEDERAL ELECTRIC COMPANY, INC. 
Claude Neon Federal Company 


225 North Michigan 


BALTIMORE 
LOUISVILLE 


CINCINNATI 
MILWAUKEE 


DALLAS 
MINNEAPOLIS 


Avenue, 


DULUTH 


Chicago, 


HOUSTON 
NEW ORLEANS 


Subsidiaries: {FEDERAL BRILLIANT CO.. St. Louls and Kansas City. Mo. 
* {CLAUDE NEON FEDERAL CO., SOUTHWEST, Oklahoma City, Okla.; Tulsa, Okla.; Witchita, Kansas 


Illinois 


INDIANAPOLIS 
PHILADELPHIA 


LEXINGTON 
ST. PAUL 


DISTILLERS CODE 
CENSORSHIP NOW 
IN FULL EFFECT 


(Continued from Page 1, Col. 3) 
magazines and other periodicals 
which close considerably ahead of 
publication date is concerned. The 
copy-submission regulation, as part 
of the distillers’ code, applies only 
to distillers. Breweries and wineries 
are not affected. 

Further, it was pointed out, the 
purpose of the regulation as em- 
bodied in Section 1 of Regulation 
2 is to make the advertisement and 
the label harmonize in purport and 
suggestion. The section, insofar as 
it pertains to distillery products 
advertising, reads: 

“No member of the industry shall 
disseminate any advertising of in- 
dustry products, without first sub- 
mitting it to the supervisor of the 
code authority for his approval or 
disapproval as to compliance with 
Section 1 of Article V of said code 
and any Federal Alcohol Control 
Administration regulations  there- 
under. The supervisor shall act on 
all advertising matter thus submit- 
ted within 48 hours (Sundays and 
holidays excluded) after receipt 
thereof by him, and unless the mem- 
ber of the industry receives notice 
of disapproval within said 48 hours, 
he may treat the matter as ap- 
proved.” 

{t is added that “this section shall 
be effective on and after Nov. 10, 
1934, as to all advertising except 
such as is proposed for magazines 
and periodicals. As to such adver- 
tising this section shall be effective 
on such date as may be fixed by the 
supervisor of the code authority of 
which notice shall be sent by regis- 
tered mail to all industry members.” 

At the office of Dr. J. M. Doran 
it is explained that the approval of 
advertising copy was now effective, 
but due consideration had been 
given advertising that had been 
placed during intervening weeks, 
especially in the case of periodical 
copy. 

FACA Rules Take Precedence 


Advertising agencies are now 
sending proofs and copy to the office 
of Dr. Doran, supervisor in connec- 
tion with distilled liquors. As yet 
no congestion has resulted, it is re- 
ported. In some instances, the line, 
“This advertisement approved by 
the code authority,” has been al- 
lowed if the advertiser desires to 
include it, but no official regulation 
has been issued making the use of 
the approval line mandatory. 

As soon as the general regulations 
appertaining to unfair advertising 
practices are issued by J. H. Choate, 
Jr., chairman of the FACA, these 
regulations will take precedence 
over those of the distillers’ code au- 
thority, ApverTisinG AGE is informed. 
These general regulations have been 
rewritten since the public hearing, 
it is said, by an FACA official, and 
while views differ the official stated 
that “the last revision tended to 
leave to the advertisers and’ the 
agencies a large share of responsi- 
bility.” 

Formal announcement of the new 
FACA regulations on the advertis- 
ing of alcoholic beverages may be 
expected within the next week or 
ten days, reliable authorities say. 


“Family Circle” Grows 

Family Circle Magazine, New York, 
has added the 21st floor at their pres- 
ent address, 400 Madison Ave., to the 
quarters now occupied. This is the 
fourth expansion in three years. 


Kaufman Joins Fertig 
Frank H. Kaufman, formerly presi- 
dent and advertising director of Mer- 
chandise Manager, has joined Law- 
rence Fertig & Co., Inc., New York, 
in an executive capacity. 


Florida Hotel Appoints 
The Princess Issena Hotel, Day- 
tona Beach, Fla., has appointed the 
hotel division of Craven & Hedrick, 
New York agency, to handle its ac- 
count for the coming winter season. 
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FULL PAGE FOR SHEETS AND PILLOW CASES 


FOR EVERY HOUSE IN THE LAND... 
FOR EVERY BED IN YOUR HOUSE 


How To BUY 
sweets 


SHEE Ta 


wr 6 


HOw TO BUY 
Smeets 
Wa 


WHY DO MILUONS CHOOSE THIS BRAND? Every woman 
should know ceey Lady Pepperell has won fame as the best all- 
round sheet for Amencan homes. This ia the sheet with extra 


, * 
hrvwdi for sturdy wear. This is the sheet that made such a glorious 
tovend in the tb ted 


wae 


ty 

Ow To BUY 
SHEETS 

ene Winner Yosie ve aks 


Tins ts the sheet with capering tape seieupe, 
to kessets the breakage where old-fashivned sheets used to break. 
Tinie as the snow-white sheet that decre't tare gray because it's 
woven to launder easily aad perfectly, When you get ai? these wl 
cawtages in one brand, you may be sure you are gerting the most 
tor Veer money 

Lady Pepperell meets the consumers’ standards of quality, and 
every U.S. Gowermment test. Ne wonder it ithe choice of millions 
af etheient, coommmenl housewives! 


YOUR HOME SHOULD KNOW diese MARKS, TOO 


PErrEeReit PePPERett 
PEeRcate REO Lasee 
J". a © be 


PEPPERELL MANUFACTURING COMPANY 
So STATE STRERT. BOSTON, Mate 


Full-page Pepperell advertisement which will appear in the Jan. 12 

issue of "The Saturday Evening Post." It is devoted entirely to the 

company's sheets and pillow cases, and features a number of pointers 

on their intelligent purchase. Batten, Barton, Durstine & Osborn, 
Boston, placed the advertising. 


DEPARTMENT STORE EFFECTS UNUSUAL TIE-UP 


cigarettes 


Four skiing penguins feature this huge Kool cigarette spectacular on 

the roof of the Knickerbocker Hotel overlooking Atlantic gh 

famed boardwalk, erected by R. C. Maxwell Company. As the 

penguins approach the foreground and finally flash off the roof, they 
attain a size of |7 feet. 


NEW INTERCHANGEABLE LINE APPEARS IN DEPARTMENT STORES 


- PHOTOGRAPHIC REVIEW OF THE WEEK 


Display card and suggestion for window display being furnished to department stores handling the new 


Luxite line by the manufacturer. 


All of the costumes shown here can be evolved from the seven basic 


garments included in the line. (Story on Page 24.) 


FOIL PACKAGE 


Reynolds Metal Company, Phila- 

delphia, produced this metal foil 

package for Forst's Catskill Moun- 
tain pork sausage. 


(Left) The May Company, promi- 

nent Cleveland department store, 

is tying up with nationally adver- 

tised lines through use of 48-sheet 

displays like this, using the plant of 

Central Outdoor Advertising Com- 
pany. 


These Durez bar caps, molded in 
the shape 
trademark, are designed to make 
life a little easier for hard-working 


Seagram's crown 


bartenders. 


AIDS DEALERS TO SHOW STERLING 


Gorham Company, Providence, R. I., is traveling 25 of these dis- 
plays around the country to jewelers who request it. It features Late 
Georgian, Gorham's newest sterling pattern. 


INSTITUTIONAL CAMPAIGN STRESSES SAFETY 


: — 
‘ 


¢- we EXPLODED A DYNAMITE CAP 
IVA FRONT TIRE at 7O MILES AN HOUR! 


Bae are senses 


Seine onenciing? aiecctieg mesa BEEF Ra GA AE ARR A 


po ee E 


 Spivcalpeabcastententhe sab ete They dome 4 qundieg car ese ethltbin wb 
Reding te seeming tor tart ce Aton tenn ws ts be na : : 
By Lieearas Uitds Phecieg tScoaed Tee Wee fey ge mish a hand Tee cate 
Ne queitiee stead cneeliet the remain, | PRES 
ieatheens: SHARIN Vane ae Donsmaepe He foes Rane wea 2 
Pees OR TRS Renae eresehien wpetahey Bat min bet Heer 8 get ww, sce 


aap eRonintnbenn Grenkia lt What Lantienk Prema Me Rey ee Roane epeetet, 
Bete a Fitch? As occcnpertind seateriitee steak. Boe shee tetik— ito siedent hated. smaoren, eter 


First insertion in the new institutional campaign for al Motors 
which appeared this week. The safety theme is strongly featured. 
Erwin, Wasey & Co., New York, are in charge. 
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OUTLOOK FOR 
EXPORT TRADE 
IS FAVORABLE 


Expect Splendid Gains of 
1934 to Continue 


New York, Jan. 3.—The outlook 
for export business during 1935 for 
the heavy goods industry continues 
to be favorable to _ substantial 
growth, particularly as it is likely 
that the work already done by the 
government on this program will be 
effectual to a much larger degree 
during the coming year, Harry Tip- 
per, executive vice-president, Amer- 
ican Manufacturers Export Associa- 
tion, told CLASS AND INDUSTRIAL 
MARKETING today. 

“The full opportunity for 1935, 
however,” he said, “is dependent 
upon the settlement of the Russian 
negotiations, which at this time ap- 
pears to be hopeful inasmuch as 
both Ambassador Troyanovsky and 
Judge Moore of the State Depart- 
ment have indicated their belief in 
the probability of the settlement.” 

The heavy industries need also 
very much increased activity on the 
part of the Export-Import Banks to 
assist in the financing of long term 
credits that are required in connec- 
tion with some of the important pos- 
sibilities of business, he added. 


Much Depends Upon Treaties 


“Their future,” he continued, “will 
also be greatly improved by the de- 
velopment of the reciprocal trade 
agreement program because in many 
of the countries concerned the ex- 
cessive discriminations and barriers 
are likely to be reduced in the course 
of this treaty making, opening up 
thereby the possibilities of trade to 


* these branches of industry. 


“In a good many sections of the 
heavy goods industry the export 
business last year was a much 
larger factor than usual in main- 
taining and increasing the produc- 
tion rate. In some individual cases 
the percentage of export business 
has been greater than the domestic 
business and even in those lines 
where the normal percentage is 
quite small the export contribution 
reported to us was of much greater 
importance.” 

Mr. Tipper recited some of the 
gains made in export business dur- 
ing the first ten months of 1934 as 
compared to the entire year of 
1933, which included: iron and steel 
plates, sheets, etc., 153 per cent; 
steel rails, 220 per cent; iron and 
steel bars, and rods, 199 per cent; 
structural iron and steel, 104 per 
cent; drilling machines, 169 per 
cent; lathes, 196 per cent; milling 
machines, 167 per cent; tractors, 150 
per cent; and printing presses, 116 
per cent. 

In face of these substantial gains 
made last year and considering the 
more favorable conditions antici- 
pated for 1935, the outlook for for- 
eign business in the durable goods 
field is viewed with great promise. 


Elected Director 


Henry S. Beal, president, Sullivan 
Machinery Company, Chicago, manu- 
facturer of mining machinery, has 
been named a director of the Ameri- 
can Manufacturers Export Associa- 
tion. 


1939's 
Opportunities 


By 
GREGORY H. STARBUCK 


President, National Industrial 
Advertisers Association 


manufacturing processes. 


The year 1935 brings to industrial advertisers many hearten- 
ing opportunities to perform creditable service. The quickening of 
the pulse of the durable goods industries marks revived interest in 
the urgent need for new plant equipment for the tuning up of 


This New Year brings a live interest in and urgent requests for 
information on new machines and going methods. 
vertisers who reply with sensible and adequate appeals to purchase 
will have contributed assistance of great economic value to industry 
as a whole and to their employers in particular. 


Industrial ad- 


Dawes Sees June as 


Start of 


New Era 


For Capital Goods 


Chicago, Jan. 2.—Manufacturers of 
durable goods received the first defi- 
nite word of encouragement as to 
the revival of their industry last 
month when, before the Chicago As- 
sociation of Commerce, Charles G. 
Dawes, chairman, City National Bank 
and Trust Company of Chicago, and 
former vice-president of the United 
States, asserted that not later than 
June or July, 1935, “would see the be- 
ginning of a great sustained demand 
for durable goods that would mark 
the commencement of the year of 
full business prosperity in the coun- 
try.” The big revival will be directly 
due to the accumulation for five years 
of postponed mass demand for cap- 
ital goods of all descriptions, he 
said. 

General Dawes based his forecast 
on a study of major depressions since 
1870, drawing his conclusion from 
special attention to the short rather 
than the long swings which pre- 
ceded the end of the depressions of 
1873 and 1893 and that of 1929 so far 
as it has proceeded. He exhibited 
three charts showing the trend of 
pig iron prices and production and 
the prices for steel which he consid- 
ers fair indices of heavy durable 
goods activity. 

Gives Basis of Views 

The mistake that steel and iron 
manufacturers made in forecasting 
the end of the previous depressions 
and the mistake that many forecasts 
make today is the same, according 
to General Dawes. That error is an 
underestimate of the enormity of the 
aggregate demand of the small pur- 
chasers of the United States when a 
mass movement is involved, as it is 
today, and the satisfaction of the 


pent-up demand of five years for du- 
rable goods starts in full blast. 

In explanation of his views, Mr. 
Dawes said: 

“That I may not seem unduly rash 
in entering the arena of definite pro- 
phecy I may say that the steel and 
iron men, five and one-half years 
after the commencement of the 1893 
depression, when Bessemer pig iron 
was selling for about $11 per ton, 
maintained without hesitation that 
the productive capacity of the steel 
and iron industry in the country was 
so great that there could be no in- 
crease in demand which the industry 
could not meet and there would be 
no material increase in prices. But 
what happened a month or six weeks 
later was a rapid rise in 11 months 
of the price of pig iron from $11 to 
$25 per ton. 

“Burton, in his ‘Crises and De- 
pressions,’ written in 1902, speaks of 
this rise in steel and iron in the fol- 
lowing words: ‘In many respects the 
rise in 1899 was the most remarkable 
of all because it had been considered 
by iron manufacturers in the pre- 
ceding years that the equipment for 
production was sufficient to promptly 
meet any increase of demand, and 
yet the rapid rise in that year was 
unprecedented.’ 


Thought Provoking Statement 


“Perhaps among my listeners here 
there may be a dubious steel man. 
If he thinks I am on dangerous 
ground, let me recall to him the fa- 
mous saying of one of the greatest 
steel masters of the world who had 
successfully brought his business 
through the major depression of 1893 

(Continued on Page 8) 


Appropriations for 
1935 to be Largest 
Since Those for ’30 


Marketers Encouraged by Rising Sales; 
Business Papers Get More 


Chicago, Jan. 3—After a drouth of unprecedented severity 
and length, the majority of industrial advertisers tasted the 
refreshing elixir of profits in 1934, this draught being reflected 
in their attitude toward the new year of opportunity just 


ahead. 


While nothing like a boom is expected in 1935, industrial 
marketers feel that hard and intelligent effort can now be ex- 
pected to yield definite results, and advertising appropriations 
will be the largest since 1930, according to the annual survey 


of Crass & INDUSTRIAL MARKETING. 
The increase may not be large, un- 
less unexpected developments. en- 
sue, but it will be well sustained, 
according to the present outlook. 
Business papers appear to be in 
line for substantial lineage increases. 
Recent experiences have confirmed 
the opinion of advertisers that the 
technical press represents the first 
line of offense and should be used 


Gold Mining 
Opens Market 
for Machinery 


San Francisco, Cal., Jan. 2.—Sub- 
stantial increase in the demand for 
new mining machinery, milling 
equipment and supplies is antici- 
pated for 1935 as a result of an in- 
crease of nearly 90 per cent in the 
value of gold mined in the 11 far 
Western states in the first nine 
months of 1934 over 1933, according 
to comment on Western business by 
the Bank of America. 

Indicative of the expanding ac- 
tivity in Western mining is the pre- 
diction of California mining men 
that at least 30 dredging projects 
will be in operation in that state in 
1935. At present 24 dredging units 
are at work and the operating com- 
panies are reported to be making 
an intensive search for new areas. 
Similar activity, resulting from the 
advance in metal prices, is reported 
throughout the mining districts of 
the West, with the opening of both 
old and new properties and a re- 
sultant demand for mining equip- 
ment and supplies of all kinds, the 
bank comments. 


Stimulated by Credit Prospect 


In addition to better prices, the 
mining industry is said to be stimu- 
lated by the prospect of easier credit 
conditions, of which the RFC loan 
of $165,000 to the Sutro Tunnel 
Coalition of Nevada is considered a 
forerunner. 

The total value of United States 
gold production, including Alaska 
and the Philippines for the first nine 
months of this year amounted to 
$70,000,000, as against $36,000,000 
for the same period of 1933. About 
half of the total was produced in 
the 11 far Western states. The in- 
crease in valuation resulted not only 
from legislation raising the price 
about $15 per ounce over the price 
a year ago, but also from improve- 
ment in market prices of allied 
metals recovered with the gold. 


more vigorously than has been the 
case in the last year or two. 

A determined effort has been made 
to pare down administrative expenses 
of industrial advertising depart- 
ments, in order that a larger share 
of the appropriation may be devot- 
ed to productive effort. With the ex- 
ception of these two changes, appro- 
priations seem to have been allo- 
cated along conventional lines. 


Budget Is Enlarged 


A brass works manufacturer, the 
bulk of whose business is with the 
automotive industry, announced with 
pride that sales are increasing stead- 
ily, encouraging him to appropriate 
between $40,000 and $50,000 for 1935 
advertising and sales promotion. This 
is the largest advertising budget in 
the history of this firm. 

A manufacturer of portable grind- 
ing machines reported a gain of about 
10 per cent in sales volume in 1934, 
and expects this ratio to be improved 
in 1935. He will support his busi- 
ness paper advertising with a large 
number of exhibits in 1935, showing 
his machines in actual operation. 

A manufacturer of steam power 
equipment for locomotives, station- 
ary and marine engines, probably ex- 
pressed the majority opinion in an in- 
teresting statement, 

“We are hopeful about 1935,” he 
commented, “although our -hopes are 
tempered by a feeling of uncertainty 
as to what further deterrents may 
be placed in the path of business ad- 
vance. 

“That potentialities for sale of 
heavy equipment are great there 
can be no doubt. To what extent or- 
ders may be placed for such equip- 
ment there is much uncertainty be- 
cause of several reasons, including 
restrictions placed on free flow of 
capital. 

“We know, for instance, that more 
than 50 per cent of the steam loco- 
motives owned by Class 1 railroads 
are 20 or more years old. Since 1934 
more progress has been made in lo- 
comotive design and efficiency than 
in the entire previous history of the 
industry. Locomotives can be built 
today that will pay for themselves in 
savings in from three to five years, 
as compared with locomotives built 
even ten years ago. 


Obsolescence Is Rampant 


“In general industry, we are told 
that 50 per cent of the equipment is 
obsolete. Replacement with up-to- 
date equipment obviously will save 
tremendous sums on productive costs. 

“Yes, there are tremendous po- 
tentialities for the sale of equipment, 
but there is lacking in some instances 


(Continued on Page 10) 
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CLASS & INDUSTRIAL MARKETING SECTION 


January 5, 1935 


SUPPLIERS ASK 
EQUALITY FOR 
U.S.RAILROADS 


Sentiment Grystallized by 
‘Railway Age’ 


Chicago, Jan. 3.—When advertis- 
ers serving an industry are willing 
to lay aside their own private in- 
terests for the moment in order to 
join that industry in demanding 
equality with all competitors, it’s 
news. 


That is the situation represented 
by the Dec. 1 issue of Railway Age, 
all 270 pages of which represented 
“a mass advance on railway legisla- 
tive and regulatory authorities in 
Washington and various states.” The 
issue was the second of the kind is- 
sued by Railway Age, the first ap- 
pearing Dec. 3, 1932. 

“We had many evidences that that 
issue went a long way to lay the 
foundation for legislative assist- 
ance,” said an executive of Railway 


Age, “and we have the hope that the 
second will constitute the ‘pushover’ 
move for this legislation.” 

The complaint of the railroads 
is that they are ove.-caxed and over- 
regulated, while their competitors 
not only do not suffer from similar 
restrictions, but in many instances 
are subsidized. If railroads were 
given the parity with competitors 
which they are demanding, their pur- 
chasing power would be tremendous- 
ly enhanced—perhaps sufficiently to 
lift the entire country over the 
“hump.” 
by editorial and advertising content 
of the special issue of Railway Age. 
In the aggregate it represents an im- 
pressive testimonial to the unity of 
the field and its suppliers as to re- 
dress to which it is entitled. 


Appeal 


for Equality 


Advertisers in this issue devoted 
only a small amount of space to 
their individual stories, the major 
portion going to the general asser- 
tion that railroads are entitled to 
and must have as much freedom as 
any other form of transportation. 

Gustin-Bacon Manufacturing Com- 
pany made this point briefly and wit- 
tily with a cartoon, which showed 
Uncle Sam shuffling the cards dur- 
ing a pause in a poker game. “It 
looks like some of these boys are 
getting a lot of my money,” he said 
thoughtfully, as he surveyed the 


That is the story told both | 


| yer, 


stacks of chips in front of each play- 
er—save one. 

This one—the railroads—was rep- 
resented as being out of chips and 
ready to drop out of the game, un- 
less speedy succor was forthcoming. 
“All right, Uncle,” was the roads’ re- 
ply to the dealer’s remark—‘just 
give me an even break.” 


Several Changes Made 
by Columbia Steel 


Columbia Steel Company, San 
Francisco, Cal., subsidiary of the 
United States Steel Corporation, has 
appointed John W. Gregory assistant 
general manager of sales and H. J. 
Bennett as director of sales promo- 
tion. 

Forrest G. Harmon and W. B. Saw- 
Jr., have been made assistant 
managers of sales. W. A. Ross is 
vice-president and general manager 
of sales. 


Gussow Changes Position 


H. Don Gussow, editor of Confec- 
tionery and Ice Cream World, has 
resigned to accept the managing ed- 
itorship of The International Confec- 
tioner, New York, effective Dec. 24. 
Mr. Gussow had been associated with 
Confectionery and Ice Cream World 
for five years, and has had consider- 
able experience in the trade publica- 
tion field, having been associated 
with the National Trade Journals, 
among others. 
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RODUCTION of electricity in the United States during 
December, 1934, was 7.8 per cent above December, 1933, 
and rose to the highest level since February, 1930. 


The steadily increasing consumption of electricity, steam, hot 
water, compressed air, refrigeration and other power services 
in industrial and institutional plants is reflected in substantial 
orders for power equipment and supplies. 


gressive selling through the advertising pages of POWER 
PLANT ENGINEERING will substantially increase your share 
of the rising tide of business in the power market. 


POWER PLANT ENGINEERING is subscribed for and read 
by more than nineteen thousand plant managers, chief engi- 
neers, consulting engineers and other men who control the pur- 
chase of boilers, stokers, engines, turbines, pumps, piping. 
motors, belting, compressors, lubricants, wiring and other power 
equipment and supplies. 


Let us send you the facts about the important market POWER 
PLANT ENGINEERING serves. 
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Charter Member A. B.C.—A.B.P. 
Jackson Boulevard, Chicago, III. 
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GRATON & KNIGHT'S NEW PRESENTATION 


> 

> 

4 ALL LEATHER BELTING MEN 
° <r KNOW THEY ARE DEALING WITH 

te 


’ SEPthoes VPOM THE GUALITY OF THE 


TRANSMISSION CQUIFMENT~ IN OUR CAE 
A MAT UEATHeR Ofer. 


UPON A RELATIVELY SMALL INVESTMENT 
iM SELTING RESTS THE RESPOMSIBNITE 
FOR THE PROPER OPERATION OF LAPENSIVE 
PROBUCTION MACHINES. 
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Illustrating a Graphic Experiment from the Home of Research.” 


Tying up to the campaign being 
conducted by the Power Transmis- 
sion Council promoting modern group 
drive, the Graton & Knight Com- 
pany, Worcester, Mass., leather tan- 
ners and belt makers, has issued a 
44-page loose leaf sales presentation 
booklet furthering the movement and 
swinging over eventually to a sales 
story on its own products, It is print- 
ed in two colors on heavy antique 
finish paper and has a spiral bind- 
ing. 

One of the interesting features of 
the booklet is a spread which pre- 
sents a cloth test developed by the 
company’s agency, James Thomas 
Chirurg Company, Boston, a graphic 


experiment to show an example of 
how the “Home of Research” engi- 
neers went to the very fundamen- 
tals of leather structure to create 
a leather belt with less stretch. 

On the right hand page are past- 
ed two swatches of fabric cut from 
the same piece of cloth, one across 
the weave and the other along the 
weave. The reader is asked to note 
the difference in the stretch of the 
two pieces and is told that the same 
thing happens in leather belting, but 
because the fibre arrangement is not 
so obvious, no one before Graton & 
Knight went to the principal source 
of stretch, the fibre. Other tests are 
also referred to in the booklet. 


USER FURNISHES 
BEST IDEAS FOR 
EFFECTIVE COPY 


Gardner Says Human Nature 
Must Be Observed 


Chicago, Jan. 2.—Although there 
are certain fundamentals which 
should be observed in conducting 
the industrial advertising effort, “so 
long as the desire to possess is an 
emotion, so long can no advertising 
formula be written without that con- 
stant of indefinite value—human na- 
ture.” Thus, the science of or for- 
mula for industrial advertising was 
summarized by W. H. Gardner, 
special representative of the Cater- 
pillar Tractor Company, Peoria, IIl., 
before the December meeting of the 
Engineering Advertisers’ Associa- 
tion. 

Where the industrial advertising 
man’s problem differs mostly from 
that of other fields is in the facts 
that he must sell to a high selective 
list, he must make a greater num- 
ber of efforts in comparison to the 
number of prospects, and, of great- 
est importance, he must actually 
create the market for his goods if 
sales are to mount to any great vol- 
ume, there not being sufficient exist- 
ing business to do so by diverting it 
from the other manufacturers. 

Mr. Gardner illustrated the last 
roint by reference to the volume of 
tractor business which resulted from 
the idea of “terracing” conceived, de- 
veloped and promoted by the trac- 
tor industry. 


The Chief Difficulty 


“The great difficulty with indus- 
trial advertising as I see it,” Mr. 
Gardner declared, “is that the vari- 
ous executives of the average com- 
pany won’t let the advertising man- 
ager alone enough to do his best 
job. 

“The chief engineer believes the 
advertising should feature the latest 
doodads, gadgets and widgets. The 
factory manager thinks much should 
be said about the new lathe, or other 
new equipment added to improve 
and increase production, or some- 
thing about the new addition to the 
plant. The president leans to the 
‘good old days’ and the history of 
the company as good copy material, 


while the sales manager favors a 
highly competitive assault. 

“The prospect is the only boss that 
the industrial advertising manager 
or salesman should respect. Find 
out what he thinks he wants to know 
about your products—then tell him. 
The job of the salesman or adver- 
tiser is half licked when this is done. 
The salesman must learn to see his 
company’s products through the eyes 
of the prospect, and the advertising 
man is nothing else but a salesman 
trained to articulate through the 
written word. 

“I believe the best copy for any 
industrial product can be written 
from material gathered by contact 
with some one who has just bought 
the product. Invariably a _ buyer 
will justify his purchase and the fea- 
tures that he glorifies are those that 
can be successfully promoted in ad- 
vertising material. Such procedure 
is also a sure way to get away from 
stiff copy, of which there is too 
much. 

“When this has been done, then a 
good rule for the industrial advertis- 
ing manager to follow is to keep on 
telling the prospect of the product 
in this manner and make every ad- 
vertisement save the salesman a 
eall. Let it be your objective to spot 
the prospect, sell the institution, an- 
swer technical questions, but leave 
comparisons to the salesman who can 
handle them more effectively and 
with greater diplomacy in his per- 
sonal contacts.” 

Other features of the December 
meeting included a talk by Murrell 
Tinsley, Chicago Tribune camera- 
man, relating many of his adven- 
turous, human interest and humor- 
ous experiences. The annual Christ- 
mas frivolities climaxed the evening. 


Make Plans for 7th 


Midwest Power Show 


The Seventh Midwest Engineering 
and Power Exposition will be held at 
Chicago Sept. 16. It will cover the 
important fields of power generation, 
distribution and utilization, and em- 
brace the following classifications: 
Power generation—prime movers, 
electrical equipment—generators and 
motors, boiler room accessories and 
refractories, fuel burning, hydraulics, 
water softening, etc., regulation and 
instruments, ventilating, cooling and 
heating, and building and operation 
accessories. 

The exposition will be held in ac- 
cordance with the program inaugu- 
rated by the management to operate 
the Power Show in Chicago on a 
biennial basis, the last exposition 
having been held during Engineering 
Week in 1933. 

G. E. Pfisterer is managing di- 
rector. 
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1934 BUDGET 
SURVEY MADE 
AVAILABLE 


Administrative Expense Item 
Showed an Increase 


Chicago, Jan. 2.—The eagerly 
awaited report on the survey of 
1934 industrial advertising budgets 
made by the Advertising Budget 
Committee of the Engineering Ad- 
vertisers’ Association under the 
sponsorship of the National Indus- 
trial Advertisers Association was 
published last month by N. IL. A. A. 
headquarters and sent to all mem- 
bers of the national organization and 
to those who returned questionnaires 
in cooperation with the Chicago 
chapter. The committee that con- 
ducted the survey was comprised of 
Julius S. Holl, chairman, advertising 
manager, Link-Belt Company, O. A. 
DeCelle, advertising manager, Inter- 
national Filter Company, and H. L. 
Delander, editor, “The Valve World,” 
Crane Co. 

In detail the survey includes a ta- 
ble showing comparison with pre- 
vious surveys issued in 1929, 1931 
and 1932; general summary of the 
1934 survey; tables showing data 
broken down by nature of product 
including raw materials, accessory 
products, plant equipment and sup- 
plies; and tables showing data 
broken down by sales volume of 
companies in six groups. 

The practical value of the report 
to the industrial advertising man- 
ager, it was pointed out by N.I. A.A. 
officials, is the revelation made of 
what industrial companies as a 
whole are doing in promotional 
work, what companies in his own 
sales volume group are doing, what 
forms of advertising are used most 
and likely to be most productive, 
and whether his various expenditures 
are out of balance with each other. 
As long as the supply lasts, copies 
of the survey may be obtained from 
N. I. A. A. headquarters at $1.00 per 
copy. 

Committee Makes Comment 


In commenting on the survey, the 
committee said: 

“Comparison of the budget divi- 
sion with previous years is interest- 
ing in several respects. The allot- 
ment for industrial paper space has 
dropped appreciably, direct mail ad- 
vertising has held its own, the appro- 
priation for catalogs and product 
literature has been steadily increas- 
ing—but particular attention is di- 
rected to the jump in the apportion- 
ment of the budget for administra- 
tive expense.” 

The companies reporting adminis- 
trative expense included in the ad- 
vertising budget for 1934 showed 
17.25 per cent for this item as 
against 14.83 per cent in 1932 and 
14.89 per cent in 1931. It is quite 
probable, however, that this increase 
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may be due to salaries not having 
been reduced proportionately to the 
entire advertising appropriation. 

In regard to the use of agency ser- 
vice the survey reveals that, of those 
reporting, a larger percentage of 
advertisers in the group having sales 
less than $500,000 use outside help 
in their advertising work than any 
of the other groups. The fourth 
group with sales between two and 
five million dollars is next in line 
in this respect while the top classi- 
fication with sales over ten millions 
is the most self-reliant. 


Uses Most Space 


Group one, with the smallest sales 
volume, ranks first in apportionment 
of its budget in percentage for the 
items of business and trade paper 
space, direct mail advertising, and 
conventions and exhibits. Group two 
with sales between a half million 
and one million dollars lead all oth- 
ers in percentage of appropriation 
apportioned for administrative ex- 


pense although it was not the group 
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to avail itself least of agency ser- 
vice. 

The largest share of the budget to 
be used for artwork and engravings 
for publication space and annual con- 
densed catalogs was reported by the 
third group with sales running be- 
tween the one and two million dollar 
marks. 

The next bracket with volume of 
business reaching as high as five mil- 
lion dollars exceeded all others for 
miscellaneous items which include 
radio and _ general publications. 
There also was a higher percentage 
of this group to maintain publicity 
departments than in the others. 

The fifth group, with sales up to 
ten million dollars, spent more than 
any of the others for the items of 
annual condensed catalogs and 
house organs. The group also 
showed the lowest apportionment for 
administrative expenses and the 
greatest percentage of all groups for 
catalogs, booklets and product liter- 
ature, editorial publicity, and motion 
pictures, still films, etc. 


‘Bill’ Macon 
of ‘Iron Age’, 
Passes at 59 


New York, Jan. 3.—William W. 
Macon, who exercised a profound ef- 
fect on the marketing of steel and 
steel products through his writings 
in The Iron Age, died in Murray Hill 
Hospital Tuesday after a brief ill- 
ness. Mr. Macon, who was 59 years 
old, sustained a stroke while at his 
desk Dec. 18. Complications set in 
and he passed away shortly after the 
bells had tolled the arrival of an- 
other year. 

Though Mr. Macon was educated 
as an enginer, he- possessed an in- 
quiring and analytical mind which 
found many flaws in the steel mar- 
keting structure as it existed in the 
early years of the century. He was 
able to call attention to and secure 


correction of these defects through 
his constructive editorial policy and 
he undoubtedly helped to hasten the 
aggressive selling methods which 
have characterized the steel industry 
in recent years. 

Mr. Macon practiced in his chosen 
field for some years after graduating 
from Cornell in 1898, but 23 years 
ago joined The Iron Age. He served 
12 years as managing editor and 
three years ago was appointed con- 
sulting editor, the title he held at 
the time of his death. 

Funeral services were held today. 
Mr. Macon is survived by his widow 
and a daughter. 


To Market Water Systems 


A new plant is under construction 
for Sta-Rite Products, Inc., manufac- 
turer of electric water systems, 
newly organized in Delavan, Wis. L. 
L. Warriner is president-treasurer of 
the new corporation and W. H. Haz- 
ard, formerly with Fairbanks, Morse 
& Co., Beloit, Wis., vice-president and 
secretary. 
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Because 
NAPOLEON 


Lied to 
this magazine 
was made possible 


NaPoLeon had vowed to invade England! 
London was afire with excitement. Soldiers 
drilled in the streets. Civilians clamoured 
in front of newspaper offices for the latest 
bulletins. But there were no fresh bulle- 
tins! Events moved too fast for the slow 
hand presses of that day. 


Then in 1813, Friederich Koenig, a 
Saxon mechanic living in London, dis- 
covered the means of satisfying the news- 
starved world. He devised a mechanical 
flat-bed cylinder press which would print 
800 pages an hour. 


Commissioned by the London Times, 
Koenig installed two of his new rapid 
printing machines in its pressroom. These 
became the world’s first high speed presses 
... and laid the foundation for printing on 
a large scale at low cost. 

Now after ten generations, with the 
discovery of Kleerfect, The Perfect Print- 
ing Paper, comes a development which 
makes fine printing possible at economi- 
cally high speeds. For to strength, tem- 
pered to the speed of the fastest presses, 
Kleerfect adds these qualities: 


Freedom, for all practical purposes, from 
two-sidedness of color and surface, ensuring 
printing of equally high quality on both sides. 

Opacity gauged to prevent “show-through.” 


Improved color which eliminates glare — 
gives effective contrast with the greatest num- 
ber of inks and types of illustrations; and 
permits the maximum true reproductive power 
of one to four printed colors. 


To see samples of the superior work this 


THE PERFECT P Wes, PAPER new paper—Kleerfect—makes possible, 


simply write Kimberly-Clark’s advertising 


KIMBERLY-CLARK CORPORATION _ *‘ficeinChicago. 


Established 1872 e NEENAH, WISCONSIN 


CHICAGO, 8 South Michigan Avenue «e NEW YORK, 122 East 42nd Street 


The style of the famous newspaper LOS ANGELES, 510 West Sixth Street 


cartoonist has been borrowed by 
an industrial advertiser to make 
dry facts interesting. 
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Industrial Advertising Comes Back 


Predictions of recognized author- 
ities like Gen. Charles G. Dawes, B. 
C. Forbes and others who see 1935 
as a definite beginning of new pros- 
perity for the durable goods indus- 
tries coincide with records of in- 
creased sales and expanded adver- 
tising programs of manufacturers 
selling to industry. Reports made to 
Crass & InpusTRIAL MARKETING for 
this issue likewise confirm the gen- 
eral impression of rapidly reviving 
activity, while the record of current 
space volume of representative in- 
dustrial publications is equally sig- 
nificant. 

While industrial advertising has 
come back less rapidly than most 
other divisions of publicity activity, 
this was to be expected, in view of 
the greater prostration of the cap- 
ital goods industries. The come- 
back has been somewhat gradual, 
but in 1935 the rate of acceleration 
should be increased. That will de- 
pend, of course, upon sales volume, 
but there is every reason to expect 
more normal purchases from indus- 
try to make themselves felt, so that 
government buying will not have to 
be regarded as the primary support. 

During the difficult period through 
which industrial advertisers have 
come, they have not been asleep. 
They have been studying the devel- 
opment both of better products and 
more effective presentation of those 
products. They have been study- 
ing their markets and their buyers, 
as people, and they know the sort of 
information which industrial buyers 


demand before committing them- 
selves as to purchases. Above all, 
they know that industrial executives 
are in an inquiring, challenging 
mood, looking for ways and means 
to improve their situation, but in- 
sisting that every sales claim be 
demonstrated in performance. 

Industrial publications have like- 
wise improved their service, and 
are prepared to give advertisers a 
better presentation of their mes- 
sages to industry than ever before. 
During the past few years there 
have been more changes in business 
publishing than in many years—more 
frank criticism and evaluation of cir- 
culation and editorial policies, and a 
more determined effort to produce 
publications which will measure up 
fully to the demands of readers and 
advertisers. 

We believe that the new policy of 
making changes whenever and wher- 
ever necessary to provide more in- 
teresting, more useful and more at- 
tractive publications will be much 
in evidence in 1935, and that adver- 
tisers will benefit from it, just as 
readers are already doing. The 
present attitude of the publishers is 
similar to that of ‘manufacturers 
who are giving their designers carte 
blanche in the program of moderniz- 
ation and elimination of obsolete 
methods and ideas. It is the formula 
of progress. 

The sun of prosperity seems ready 
to shine down on the industrial ad- 
vertising field again in 1935. It will 
be welcomed. 


“‘Send for Catalog’’ 


Industrial advertisements which 
are intended to stimulate inquiries 
should be specific. “Further in- 
formation on request,’ or “corres- 
pondence invited,” is not much of an 
inquiry hook. Current practice in- 
dicates that advertisers are endeav- 
oring to provide opportunity for 
readers to inquire specifically for a 
certain package of information 
which may be offered in the ad- 
vertisement. 

In one recent issue of a technical 
journal, no less than thirty-nine in- 
cluded such definite suggestions for 
response. Nine advertisements in- 
cluded coupons which requested 
that information on the product be 
supplied. One included a free trial 
offer. Eleven suggested that the 
reader send for a catalog. The same 
number offered bulletins, which pre- 
sumably were more specific in char- 
acter as to the application of the 
product to the user’s own require- 
ments than the catalog would have 
been. Six provided booklets and 
one described his offering as a data 


book of engineering information. 

These advertisements were evi- 
dently intended both to disseminate 
information about worthy products 
and to establish definite contact 
with active prospects for their pur- 
chase. For that reason the matter 
of inquiries appeared to the adver- 
tisers to be of importance. Conse- 
quently having the right kind of in- 
formation to offer as a supplement 
to the advertising is part of the in- 
quiry-getting technique. The better, 
the more unusual and the more in- 
teresting that information is, the 
more likely readers are to call for it. 

The catalog, especially a general 
catalog, hardly seems to be the ideal 
type of inquiry-material, both be- 
cause of the difficulty of relating it 
to the immediate problem of the in- 
quirer, and because it is not of a 
promotional nature. A_ well-illus- 
trated booklet describing outstand- 
ing performance records would not 
only be less expensive, but better 
suited as material for attracting in- 
quiries. 


P. 


S. 


—Esquire. 
"That reminds me—I forgot about that form letter that was to go 
out today." 


A Suggestion for N.I.A.A. 


Copy Testing Committee | 

To the Editor: At the N. I. A. A. | 
Convention one fact impressed me | 
above all others. There was a group | 
of buyers and sellers trying their | 
level best to learn new ways to sell | 
each other—an amazing situahiben 
the consumer present and voting, | 
trying to find new ways of becoming | 
more susceptible to the selling strat- 
egy of the fellow sitting right beside | 
him—absolutely without parallel in| 
business circles. It’s too bad Mr. | 
Richberg did not get there—he 
would have taken away a new idea 
for promoting business recovery. 

You fellows who have been at- 
tending these meetings for years are 
not impressed by the unique quality 
of the organization, but, you see, I 
am used to hearing about new ways 
of preying upon “the consumer” or 
“the public.” By way of emphatic 
tomparison, may I point out that in- 
dustrial advertisers are a race of 
eannibals, thriving and multiplying 
on their diet. 

There is no excuse for the above 
except that it has a bearing on test- 
ing of industrial advertisements. 
Why don’t you suggest to N.I.A.A. 
members that a group of purchasing 
agents, shop superintendents, office 
managers and others, who represent 
the people who are supposed to “do 
something” as a result of reading 
advertisements, be organized to re- 
port to the copy testing committee 
on advertisements about which they 
“did something?” 


N.I1.A.A. might supply these men 
with printed pads at the top of which 
there would be space for name of 
advertiser, publication and advertis- 
ing page number. Below might be 
printed a check list including: 
Ordered product. 

Asked for information. 

Filed for future reference. 
Discussed with associates. 

One sheet would be filled in for 
each advertisement acted on. 

Of course, you never know what 
you are going to get out of anything 
of this sort until you try it. Results 
are dependent on success in getting 
purchasing agents, etc., to cooperate; 
but, as I observed above, strange and 
wonderful things are already going 
,on in industrial advertising circles. 

I know you have more ideas on 
this subject by now, and am hopeful 
that we may have more discussion 
on this subject soon. 


C. E. Hooper, 


President, Clark-Hooper, Inc., 
New York. 


Voice of the Industrial Advertiser 


New Irwin Sales 
Policy Is Successful 


To the Editor: I am sending you 
under separate cover copy of our 
No. 34B catalog, which we supply to 
jobbers and which contains their cost 
and the resale price to retail dealers. 
We also issue this catalog with just 
the retail dealers’ price in it and a 
third copy with just the list prices. 

Our object in getting out a catalog 
in this manner was to do away with 
the necessity of a purchasing agent 
having to find a discount sheet and 
match it up with the proper catalog 
numbers and, as it is intended only 
for the use of men experienced with 
auger bits, all unnecessary informa- 
tion is left out. 

It may be of interest to you to 
know what has happened here this 
last year, as we believe the success 
of this business has been an out- 
standing example of what can be 
done with a business in spite of the 
depression. We formerly sold a large 
percentage of our output to chain 
stores and direct to industrial plants. 
When I came in here last February 
we changed this policy and as a re- 
sult we have succeeded in stopping 
a large yearly loss and turning it 
into a profit. 

I am sending with the catalog 
copies of some letters that we broad- 
casted to the trade in the United 
States, which will illustrate what 
our policy was, which has accounted 
for this gain in business and profits. 


H. M. SwaAIn, 


Sales Manager, The Irwin 
Auger Bit Company, Wil- 
mington, O. 
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Says Calendars Are 


Not “Things of the Past’ 

To the Editor: In the Dec. 1 
CLASS AND INDUSTRIAL MARKETING 
you published a letter from a reader, 
headed “Calendar Season” and you 
stated that if any reader of the col- 
umn had facts or helpful suggestions 
regarding the value of wall calen- 
dars, you would be glad to hear from 
him. 

We have been pretty busy this 
month trying to take care of all the 
wall calendar business which we han- 
dle and you may be interested to 
know that there has been a tremen- 
dous increase in the use of such 
calendars this year as compared to 
the last three years. 

The wall calendar, you will realize, 
is nothing but a sign to advertise 
some firm’s business, which it gives 
to customers and prospects in the 


hope of keeping them reminded of 
a service or product. If a firm were 
to suggest to one of its customers 
that it be allowed to put a sign in 
that customer’s office, you know as 
well as I, that the suggestion would 
meet with laughter. However, the 
same object is accomplished by put- 
ting a little illustration above the 
sign and a calendar pad below the 
sign with the result that when it is 
done in good taste, the customer not 
only hangs up the sign but is thank- 
ful that he receives it. 

The reader who wrote you that 
his management told him that wall 
calendars are things of the past, now 
only found in kitchens, is operating 
under a management which has a 
lot of old-fashioned and mistaken 
ideas. It is true that there are many 
firms which would be greatly pleased 
if they could get their calendars into 
kitchens, such as laundries, coal 
dealers, etc., but the business firm 
that wishes to get a wall calendar 
into an office, need only select a cal- 
endar which will be useful to the re- 
cipient. 

Aside from the large-sized, three- 
months-at-a-glance commercial cal- 
endar, the best business calendar is 
one which contains an illustration 
which will help the recipient through 
useful information which it contains 
or by means of an illustration which 
the recipient’s customers may read 
with benefit to the recipient. 


A. ROBBINS, 
Alfred Robbins Organization, 
New York. 
vy¥$eey 


Pass It Along 

To the Editor: We are planning 
to reprint your editorial in the Nov. 
3 issue entitled “Appearance Counts 
in Industrial Selling” in our own 
house paper, giving you, of course, 
full credit for the article. 

We trust this will be agreeable 
with you, and look forward to the 
message being carried to some addi- 
tional readers and proving, we hope, 
proportionately beneficial to your 
publication. 

H. S. SPENCER, 
Advertising Manager, General 
Plastics, Inc., North Tona- 
wanda, N. Y. 
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Wants Data on Effect of 
Lowered Machine Prices 
To the Editor: Could you tell us 

the names of any companies in the 
more or less durable goods manufac- 
turing classification which have cut 
the price of their machinery or ap- 
pliances within the last year? We 
would also like to know, if the in- 
formation is available, whether or 
not the reduction in prices was suc- 
cessful in increasing sales volume 
and profits. 

By durable goods manufacturing 
classification, we refer primarily to 
manufacturers of heavy machinery 
and appliances for factory use 
(rather than home use), selling at a 
unit price of $100 or more and hav- 
ing a relatively long life (5 years or 
more). 

STANLEY WILLER, 
Director of Research, The 
Ralph H. Jones Company, 
Cincinnati, O. 
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Product Application Copy 

To the Editor: Our advertisement 
in the Dec. 1 issue of CLass & INpUs- 
TRIAL MARKETING read, “Tenth con- 
secutive and largest gain to date in 
December.” This was an error in 
composition, and should have read, 
“Twelfth consecutive and largest gain 
to date in December.” 

And while I’m at it, I’d like to 
point out that in the rather phenome- 
nal growth of the IEN plan of ad- 
vertising to general industry, we 
have a news story of interest to all 
who are selling to this field. Briefly, 
it is based on the elimination in edi- 
torial as well as in advertising of all 
except the essential facts, of brief, 
factual product and product applica- 
tion descriptions. 

The growth in the usage of this 
plan is evidence of its reader and ad- 
vertising acceptance. 


F. Morse SMIrtuH, 


Industrial Equipment News, New 
York. 
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January 5, 1935 


ADVERTISING AGE 


LAUNCHED 


A better way to sell the family About to Build 


The New York Edition of ‘ 


HOME OWNERS’ CATALOGS 


Ils Now in Distribution 


Leading Manufacturers Represented in Initial Binding 


Apollo Metal Works Celotex Co. 
Athey Company 
Barnes & Jones 
Bonawit, G. Owen, Inc. 
Bryant Heater Co. 
Burnham Boiler Corp. 


Carey, Philip, Co. 


Congoleum-Nairn, Inc. 
Conover Co., The 
Crane Co. 


Du Pont, E. |., & Co. 


Chase Brass & Copper Co. 


Detroit Steel Products Co. 


Fiat Metal Mfg. Co. 

Florida Louisiana Red Cypress Co. 
Fox Furnace Co. 

Gar Wood Industries, Inc. 
Hoffman Specialty Co. 

Kent Costikyan, Inc. 

Kitchen Maid Corp. 


Lord & Burnham Co. 
Ludowici-Celadon Co. 
Masonite Corp. 

Mayflower Wall Paper Mills 
McKinney Mfg. Co. 
Modine Mfg. Co. 

New Jersey Fence Co. 


Roberts & Mander Stove Co. 
Rochester, J. C., & Co., Inc. 
Rolscreen Co. 

Soellner, Herman, Inc. 
Stanley Works, The 

U. S. Radiator Corp. 
Wayne Oil Burner Corp. 


Many Thousands of Orders at Stake Right Now 


Orders for roofs, ranges, refrigerators, wall paper, 
wiring, weatherstrips for scores of new homes. » 
dreds of opportunities each week for sales of insula- 
tion, rugs, furniture, boilers, bathtubs, dishwashers, 
and everything needed to complete a home from awn- 
ings to zinc. Here is a fertile market of immediate 
sales—the Bright Spot in the building field. 


The Sales Problem 


How can the manufacturer locate and sell the thou- 
sands of true prospects from among the massed mil- 
lions? Mass advertising would be too wasteful. An 
army of salesmen would be needed. Dealers with 
many products to sell cannot specialize on the products 
of one manufacturer; besides dealers do not know 
about all the jobs and the owners may not find the 
manufacturer's dealer. Clearly, a new marketing 
method is needed. F. W. Dodge Corporation, inti- 
mately associated for more than 40 years with every 
phase of the building industry, has perfected the 
needed method. It is Home Owners’ Catalogs. 


99.44/100% Effective Distribution 


Home Owners’ Catalogs is a mine of valuable 
information on home building and furnishing prod- 
ucts. It is distributed exclusively to families about to 
build or modernize homes. This selective distribution 
is possible only because of the tremendous job done 
by the 500 news gatherers of the Dodge organization 
who locate the families planning to build. Every one 
of these families is an immediate prospect, cash in 
hand. Each will spend $4,000 or more for building. 


13 Regional Editions 


Home Owners’ Catalogs is published in 13 regional 
editions. Each edition covers a recognized trading 
area. Manufacturer distributes his literature in those 
editions covering areas wherein he sells. He pays for 
no distribution he cannot use. Editions are bound fre- 
quently. Successive bindings during any year make it 
possible to include new literature on short notice. 


Timed to Owner's Buying Decisions 


No one's interest in a new home equals the owner's. 
He is going to live in it. He pays for it. He knows 
a product once used is there to stay, or once omitted 
is out for good. His is the final approval. Home 
Owners’ Catalogs goes to owners exclusively. The 
volumes are received when owners are hungry for in- 
formation, before buying decisions are made. They 
are kept until buying is completed. 


In Essence 


Your complete sales story, delivered at the right 
time in permanent form to known buyers exclusively 
in just the territory wherein you sell. You pay monthly 
at a low rate per prospect actually reached. You 
may use up to 28 pages for your story at minimum 
rate. Home Owners’ Catalogs will enable you to offer 
your trade the most intensive merchandising plan for 
selling new home owners. Use it to fight substitution. 
Use it to earn net profits in the home owner field. 
Start now. Ask for the complete story. 


' Housing Act Jobs 


With your complete sales story in Home 
Owners’ Catalogs you will reach owners 
who build under N H A insured loans, as 
well as those who arrange their financing 
by other methods. 


Advertising Agencies 

Because of its low cost and its elimination of waste, H. O. 
C. is reviving accounts which have long been inactive. We 
are working closely with both large and small agencies. We 
can save many hours in preparation of literature. Get all the 
facts before making up lists. See "Standard Rate and Data." 


F. W. Dodge Corporation allies 
Publishers of “Sweet's Catalog Files," "The 

Architectural Record," "Dodge Statistical Re- 

search Service" and "Dodge Reports" does 

not jump into things half cocked. We studied 

H. O. C. three years before we announced it. 

Its endorsement by leading manufacturers is Corporation 

significant. 


Published by F. W. Dodge Corporation, 119 West 40th St., New York, N. Y. 


Offices in Principal Cities — Consult Your ‘Phone Book 
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INDUSTRIAL MARKETING SECTION January 5, 1935 


E.LA. Elects 
A. O. Witt to 
Direct Group 


Philadelphia, Pa., Jan. 3—A. O. 
Witt, sales promotion manager, 
Schramm, Inc., West Chester, Pa., 
manufacturer of 
air compressors 
and other con- 
tractors’ machin- 
ery, has been 
elected president 
of the Eastern In- 
dustrial Advertis- 
ers for 1935. 

Mr. Witt was 
succeeded in the 
office of vice pres- 
ident by J. M. 
Plummer, Leeds 
& Northrup Com- 
pany, who was 
secretary of the association. The 
new secretary is V. W. Wells, ad- 
vertising manager, Electric Hose & 
Rubber Company, Wilmington, Del. 
L. A. Cleaver, Sweet’s Catalog Ser- 
vice, continues as treasurer. 

R. E. Lovekin, retiring president, 
who heads the R. E. Lovekin Cor- 
poration, Philadelphia advertising 
agency, becomes a member of the 


A. O. Witt 


association’s board of directors. 
Others elected to the board for 
the coming year are L. R. Garretson, 
advertising manager, Leeds & North- 
rup Company; W. R. Kort Kamp, 
Dill & Collins; R. G. E, Ullman, 
president, R. G. E. Ullman; M. O. 


Lokensgard, sales manager, Frank- | 


lin Printing Company; F. Gloeckner, 
president, T. A. Winchell Company; 
D. C. Miner, advertising manager, 
E. F. Houghton & Co., and J. D. 
Andrews, sales manager, Automatic 
Temperature Control Company. 

The next meeting of the organiza- 
tion will be held Jan. 11 and will be 
devoted to an informal discussion of 
“The Position of Industrial Advertis- 
ing in the Sales Program for 1935.” 
Gregory H. Starbuck, president, Na- 
tional Industrial Advertisers Asso- 
ciation, is expected to be present and 
address the meeting. 


To “Domestic Engineering” 

H. L. Huxley, formerly connected 
with the Willard Storage Battery 
Company, has joined the Domestic 
Engineering Publications staff, Chi- 
cago. 


Named Representative 

F. A. Hilyer has been named Mid- 
dle Western representative of The 
A. 8S. T. E. Journal, Detroit, Mich. 
His headquarters will be at River 
Forest, Ill., Chicago suburb. 


NOW, BOYS, YOU'LL HAVE TO WATCH YOUR STORIES! 
ODA DIES | ae 


od 


*, 
- beg ee ee x 


William E. McFee, American Rolling Mill Company, president, Cincinnati Association of Industrial Market- 
ers, is shown extending an official welcome to Marion Curley, advertising manager of the Cincinnati branch 
of Westinghouse Electric & Mfg. Company, as the first feminine member of the chapter. Among others 
who greeted Miss Curley at the meeting were, left to right, Allen E. Beach, Littleford Brothers, Walter 
McFadden, McGraw-Hill Publishing Company, Fred G. Berling, Lunkenheimer Company, Henry W. Vogler, 


Crystal Tissue Company, Leonard Speck, Printers Electrotype Company, 


Curtis W. Van De Mark, agency head, Craig Bollman, chief artist, Amer- 
ican Rolling Mill Company, and Howard Kenyon of the same company. 


The Hot Spots of the 
Industrial Market 


Advertisers recognize the chemical process industries 
as the livest and most active spots in the whole indus- 
trial market. New schedules and increased schedules 
in INDUSTRIAL and ENGINEERING CHEMISTRY 
show that experienced advertisers rely on this publica- 
tion to reach the millions of dollars available for equip- 
ment and supplies in 1935. 


MILLIONS have been spent in a group of great plants whose pro- 
duction will change the industrial map of the country. Into these 
plants have gone new types of equipment, setting a pace which will 
compel the modernization of other plants in these industries. 


MORE MILLIONS have reached the drafting room and estimate 
stage awaiting only the final o.k. before bids are invited. Far-reach- 
ing changes affecting a score of industries will thus be initiated. 


STILL MORE MILLIONS are available in obsolescence and de- 
preciation reserves. Under existing conditions these must be trans- 
lated into active work, a compelling factor of tremendous impor- 
tance to manufacturers who can sell the chemical process industries. 


Get your share of these millions to be spent in 1935 by using 
INDUSTRIAL and ENGINEERING CHEMISTRY. It offers 
you the largest available circulation among the purchasing 
and purchase influencing factors in the chemical industries, the 
Hot Spots of the Industrial Market. February issue closes 
January 15th. 


ADVERTISING DEPARTMENT 


332 W. 42nd St. 
New York 


706 Straus Bldg. 
Chicago 


Industrial and Engineering Chemistry 


560 Howard St. 
San Francisco 


IVES SUMMARY 
OF CLEVELAND 
SEMINAR WORK 


New Series Planned for Re- 
mainder of Season 


Cleveland, O., Jan. 2.—After going 
technical last fall in its series of bi- 
weekly seminar meetings devoted to 
sales planning, the Cleveland Indus- 
trial Marketers Club, at its December 
meeting, decided it was so well 
pleased with the results that the bal- 
ance of the winter would be devoted 
to the same kind of marketing study. 
Lee E. Donnelley, president, is ap- 
pointing a committee to work out a 
new program to be devoted to such 
industrial sales problems as market 
research, how to conduct and use it, 
and the technique of sales manage- 
ment. 


The unique feature of the seminar 
series just over is that it was con- 
ducted entirely without outside 
speakers. The club attributes much 
of the program’s success and prac- 
tical value to that fact. Members 
accepted assignents covering parts of 
the program outlined below and came 
to the meetings prepared to lead dis- 
cussions that brought out a helpful 
wealth of practical experience. 


O. J. Marsh, Instructor of Business 
Administration, Cleveland College, 
who is secretary of the C. I. M. C., 
summarized the seminar just con- 
cluded as follows: 


Outline of Conclusions 


TEN STEPS IN THE DEVELOPMENT 
OF A MARKETING PLAN 


1—THE APPROACH: Prepare thought 
of those who must participate in 
the development of marketing 
plan. (Formal Research already 
completed by Management; by 
Product Development Division; by 
Market Research Division.) 


2—SITUATION REVIEW: Review 
factual data made available by 
company’s research staffs. 
Review existing policies in relation 
to factual data supplied by com- 
pany’s research staffs. 
Adjust policies, if necessary, to 
meet new conditions revealed by 
review of research data, 


3—PROJECT DETERMINATION: De- 
termine feasible projects. 
Select MAJOR projects and differ- 
entiate between primary and sec- 
ondary objectives. 
Consider each project separately 
and in order of relative importance 
to entire marketing development. 


4—MARKETING METHODS: Choose 
the best marketing method and 
the keynote for each major pri- 


mary and major secondary objec- 
tive. 

Apportion tasks of individual sell- 
ing, advertising and sales promo- 
tion for each major project. 


5—SELECTION OF MARKETS: Se- 
lect markets and division of terri- 
tories for each major project. 
Determine products to be sold. 
Determine buyer classes (including 
influencing factors). 
Determine _ territories 
trading areas). 
Determine seasons (including spe- 
cial dates or events). 
Determine resale outlets. 


6—PLANNING THE ADVERTISING: 
Plan the advertising for each ma- 
jor project. 
Determine products to be adver- 
tised. 
Determine buyer classes (includ- 
ing influencing factors). 
Determine territories 
trading areas). 
Determine seasons (including spe- 
cial dates or events). 
Determine resale outlets. 
Determine advertising-marketing 
methods. 


Prepare the Sales Force 


7—ORGANIZING THE SALES 
FORCE: This is conceived as the 
function of a plan board, sales 
manager and other officials who 
undertake to sell the field sales 
organization on major. projects 
and acquaint entire sales force 
with details of the marketing plan. 
(Does not involve recruiting, or- 
ganizing or re-training sales force. 
This has been done by sales man- 
agement. However, revisions of 
current operating schedules, routes, 
call lists, assignments, etc. may be 
involved.) 


8—PLANNING SALES PROMOTION: 
Determine functions of inside sales 
workers (sales promotion) in rela- 
tion to each major project. 
Products to be promoted. 
Buyer classes (including influenc- 
ing factors). 
Territorities (markets, trading 
areas). 
Seasons (including special dates or 
events), 
Resale outlets. 


Financial Procedure Outlined 


9—PLANNING THE FINANCING: 
Keep in mind the management's 
viewpoint in planning the follow- 
ing phases of financing: 
Prices and price ratios. 
Commissions and discounts (on 
quantity) 
Terms (dating) (cash discounts) 
Volume quotas for each project 
Adjustments (including guarantee) 
Stock ratios 
Service allowances 
Advertising allowances 
Expense ratios 
Market evaluations; calculations 
as to minimum, natural and maxi- 
mum volume, profits, etc. 


10—PLANNING FOR ACTION: This 
involves a plan to get the market- 
ing plan into action. Considera- 
tions include: 
Attitude of entire organization 


Authority and responsibility of in- 
dividuals 


Methods of controlling the market- 

ing plan 

Adoption of standard practices. 

Effort is being made to duplicate 
the detailed summarizing reports 
submitted by discussion leaders at 
the December meeting in order to 
make them available to other clubs 
in the N. I. A. A. 


(markets, 


(markets, 


es 
' 
wh ae re 
, “ 
. ¥ * ‘ 
% i 
“ ¢ “ AS pe ‘ i Pres i , 
4 eet a : eter + y 
» = / ao ; ' ’ , " ; 
—— * S : Be ' Fe x y ; a | 
, ‘ oa ed g « i j oe yy i 
ke f 4 a : ; t 4 co ae 
i sae a > r ae 
et ra ‘ ss . 4 ” 
ws ‘ ; 
& , / P ed : we 
_ ane c wa hobo 
PB : ’ i 
se c _ , eee oe - a a er Sea a : pe ae a 
coun $e . P ? oH ee i CR i. hte 
5 sf = pee iS ey « ; xe ee : pia cy Sie ee ie i 
i $ ee (a * * = er ay nS 3 -. : 
‘ ‘ mua 7 a oo a Pg ae 1h gee : cee a ' 
i ‘que. a a ered pair See ee I, <s : 
b ees + ae ioc 2 a " yp pe coe . : 
C ee 4, eee Le g Nn, z y iy poet : 
= oa k = = wat =. — . © SE ep bs pat tke i pe ae: sag 2 ‘ Ege 
ee re i 3 tas Flin te : 7 % > 8. ag Ree i Bet $79 eee. eka -~ ee “ 
ni om pce ellen ‘ oe —_— “tie iene a : co € es 
ae ds Bs fe OX ee : r- om ; s lh le ae eed ‘ea 
aS ey Tete ete cee ‘ . es eee oe eee ee 2 i sega Bor oe bee ea ooo aoe 
A ae ee Sere, i i a J . (Oe ed ie — is ee Seen ST Ee To. ae ee Gs Sas 
4 aoe st ee ee eo Re: eee fe Aim eat ae Ma OMT a et ataae |. 2 sages ee Bn ee oy ey 
om oe... rere ck, a _ SRE re ay ean ee 7a ame 
a ae . eer outers. Se | Rai at Se ee bac etna ra aa etic. ew F ees ds 
st Lge sess = oe ‘lite ee, ee LS ae ne " BS pee ae a of: i 
‘ | 4 - ay cece em | a et ue Ge ‘ = po 2 ¢ pea has a i 
: ree aia : Ry 6 Eee : Byte tye) yt Vale ee 17 aaa olgatiens Bets * af ee ee E 
oe | ~ = am ne = ip me 7 4 ae alae 4 za ee ee Matta ae i ‘ a xy te 
- een : se = ah. aa oe. Rs ie < ‘ pe 
a i | ee eae me ¢ aE cn ey i ‘ee giles eV tae Ha 
: o ‘ AS. 1 0S DE ee Cee i ee — Poo ag % a a : : -_ 
~ \ SS ae eS ee A ‘ -~ ‘thn! 
Be if a hes ~ cy tage = A 
oe : 1 i oe So a A aa, Si ~ : t <> 
~ a ee Sate RFs. : % =< Ree * 
: eae Oe — ie" 
a 
as 
ce 
fi is 
- | | 
oe $$ ———————————————————————_ TE = 
ri | 
| Bo 
| | 
oh 
ae 
ahs | 
| 
a 
> 
oe 
7, 
He 
ake: | ae | \ 
os | 
eae 
ait 
Ee 
- | 
| 
tet 
mare 
os a 
ti 
, a 
ee 
| ee 
Se 
= in 
| 
are 
POs 
oe 
a 
rs | 
Sars | 
i 
Lees ee 
- oh | 
| ee 
i 
ae 
\ 
. 
PN Ate pe ae ae ea or Cea Re ee Tos pe pees a ee ed get Nt cick e eenate MU ia AR AE OMR a- DSit aeR ge MORE i ee Sy SR. 9 Sa eae gE ites. AIG SS ce eR hl eit CS A oe AR ee ear, “ua aan 
i < oe ae ee il are fi = i a art ie ae ee he liye eee Pe ae ey ese ie a a a. ao eee ae oy gee cee : we =a Taine ee se ae oe in! as . 5 a ao ri ape Se Ste Bets oc (ea badass a23 he ni so oe PAE: ae a ee acs. 
Bes: a ee ker cat IE 5 yy eens ke iy é cs ye Biol ss Lae ees Seis eS Eras swe oa = ane > Be + BR RAS oe ae Ge ane 3 - aes ie i Ub a 5 ae Te ae et ee eee Ne es ee $e: soll Seite: Se pings a a Pee oie 
oe eae 2 Pes Cae aL . et > ea ae if : er sae <i 7 nag ahaa Os Wor etetag Se Mn Lite Doe neem leat Vie Set tng i esa are wer Yee ee ER) Saeed eee Se eroy ye pee Bert 7 ates : ae a aia as 
cs Sea? Lam eek ee ie pt) ek ee ae STG URS Ses Pe ree oe es A Lee eae er 5 ey SPgr a ne ee ae Ee ea © SN ete Nae ee me pees an epee Smee te EPL eT Dee lg gia eR ep peek. RN g eA SS dee a ee eerie 7 Sion en mE ey Oo ne 


| 


7 


? 


January 5, 1935 


ADVERTISING AGE 


Industrial Buyers 


“What Pittsburgh Does Others Can Do— 
Spends $35,000,000 for Replacements” 


FACTORY MANAGEMENT AND MAINTENANCE 
for January will report a partial survey made 
in Pittsburgh and other industrial centers 
which shows definite plans to repair the 
ravages on plant and equipment of five long 
years of depression, and to get these plants 
ready for better business in 1935. 


“Small Town Profits from Electric Show” 


Attendance of 17,701 in a town of 2,945 
shows the remarkable interest which can be 
created toward more complete home electri- 
fication by a power company sponsored elec- 
trical show. ELECTRICAL WEST carries com- 
plete details of power merchandising ac- 
tivities in the Western States. 


“Putting Sewage Sludge-Energy to Use” 


Research and engineering ingenuity are 
constantly developing new industrial pro- 
cesses with consequent opportunities for 
manufacturers of equipment. ENGINEERING 
News-RecorD reports substantial activities 
and attention to this matter of making 
profitable use of sewage-sludge. 


“We Couldn't Afford the Old Machines” 


A newspaper printing press builder finds 
that modern equipment makes impressive 
savings even on small lots and under present 
conditions. One of many articles appearing 
regularly in AMERICAN MACHINIST showing 
the savings which can be made by replacing 
obsolete machine tools. 


"Markets for Electrical Merchandise” 


The annual report of ELECTRICAL Mer- 
CHANDISING shows increases in the sale of 
practically all lines of electrical appliances 
and shows a sound basis for anticipating 
further increases in 1935. 


“American Radio Products Increasingly 
Popular Abroad” 


In a survey of export radio business RADIO 
RETAILING shows that active foreign accounts 
average $42,000 met purchases annually. 
American-made radio sets and parts domi- 
nate sales in every country where they are 
not entirely excluded by high tariff walls. 


"Steel Frame House Has Arc-Welded 
Wall Panels” 


Everybody now recognizes the important 
changes which will follow the development 
of new methods of house construction. Con- 
STRUCTION METHODS by work pictures and 
construction details gives a complete record of 
the largest single steel-frame house thus far 
built, and one of the first where arc-welded 
construction has been used throughout. 


“Who Buys Airplanes for Personal Use 
and Why?” 


An analysis of this question is always of 
tremendous interest to the sales personnel 
and executives of aircraft manufacturers. 
AVIATION gives an expert’s answer in a 
recent issue. 


eoeeeeveeveeoeee @ é ies outstanding theme in the business news of the day is that business 


has decided to fight its own way back to prosperity. Realization has 
come that the road to profits is through increased volume of products, 
products redesigned for low-cost production and for increased salability. 
That is why industry, determined to make 1935 a year of profits, is eagerly 
scanning the headlines for cost-saving ideas, for new product possibilities, 
and for modern equipment news. The headlines shown here are typical 


examples from recent issues of McGraw-Hill Publications. 


McGraw-Hill has concrete evidence that industrial advertisers have adopted 
a New Year Resolution to make 1935 a year of twelve profitable months. 
Our January issues are closing with marked and substantial increases over 
this time last year, because these advertisers have decided that business and 
profits shall begin in the first month of the year—in January 1935. The 
New Year hesitancy that has marked industrial advertising programs in 


former years is now conspicuously absent. 


If your edvertisements have been sent in for January issues we congratulate 
and thank you. Yours is one of those companies which have started to make 
good the New Year Resolution to achieve twelve profitable months. If you 
have missed the January issues, we suggest that you now resolve to make 
the most of the eleven remaining months. Start now and remind your 
prospects that you're still doing business. That you have a product or service 


that will help your customers produce profits. 


Remember, it costs very little, if you do it the waste-proof way, if you . 


cover the key men in the “12 Major Markets” of business and industry, 
reached through McGraw-Hill Publications . . . . McGraw-Hill Publish- 
ing Company, Inc., 330 West 42nd Street, New York, N. Y. (Branches 


in Principal Cities.) 


“Fireproof Textiles” 
The recent Morro Castle disaster has focused 


“High Lights on Electronic Devices 
in Industry” 


A record of new uses for photo-electric cells 
which decrease costs or increase automatic 
operation in industry, is a regular feature 
each month in ELECTRONICS, a publication 
devoted to a new and growing industry. 


“Transit Makes Notable Recovery” 


The closing week of 1934 showed substantial 
increases in riding and revenue over the 
peak period of 1933, according to TRANSIT 
JourRNAL. This publication sees the industry 
entering the New Year with business steadily 
improving. Improvement expenditures, al- 
ready x AR for 1935, are over $230,- 
000,000. 


attention on the need of doing everything 
possible to prevent such catastrophes. A re- 
cent article in TEXTILE WORLD points out 
the comparative simplicity of providing tex- 
tile furnishings with a high degree of flame 
resistance and tells how it can be done. 


“The Challenge of Air Conditioning” 


Here is an “infant industry’ which some 
economists and other authorities believe is 
destined to be the next great business builder 
of better times. ELECTRICAL WORLD presents 
an article under this heading by an eminent 
authority in the central station field. 


see profits in these headlines 


@eeeeeeoee2ess#?eesees 8 


“Prefabrication Progress . . . Modernized 
store fronts and factory-made gas stations aid 
production in many lines.” 


Business WEEK, covering business and in- 
dustrial developments from the broadest 
viewpoint, reports this and many other 
typical live leads for alert producers of ma- 
terials and supplies. 


“Cheap Power’ 


An equipment survey of 454 plants con- 
ducted and reported by Power, shows why 
nearly half of every power dollar is wasted. 
Much of this waste is shown to be due to 
the continued use of obsolete equipment in 
the power producing plants. An immense 
need is indicated for modern equipment of 
all kinds. 


“Silver May Answer Y our Corrosion Problem” 


The fight against the destructive forces of 
corrosion is a constant battle in practically 
every industry. Under the above headline 
CHEMICAL AND METALLURGICAL ENGINEER- 
ING reports a survey of existing and po- 
tential industrial users of silver, indicatin 
wider applications of silver or silver-lin 
equipment in the process and food packing 
industries. 


"Air Conditioning Offers Mining New Life” 


The readers of ENGINEERING AND MINING 
JouRNAL are reminded that recent progress 
and experiments with air conditioning will 
tend to greatly expand many mining oppor- 
tunities. 


“New fans reduce power bills at coal mines” 


Any equipment subject to continuous oper- 
ation must be given first place attention or 
the accumulation of small losses soon mounts 
up to a considerable cost figure. CoaAL AGE 
publishes a remarkable performance article 
on the large savings made by this company 
in modernizing their fans. 


"Six Million Bus Miles and No Accidents” 


Bus TRANSPORTATION proudly reports this 
superb safety record of an Ohio bus operat- 
ing organization in a recent issue featuring 
the different equipment factors which con- 
tribute to safer operation. 


“Will Your Products Sell?” 


In reviewing some of the accomplishments 
in product design for 1934, Propuct EN- 
GINEERING points out that the New Year 
Season is the natural time for determining 
how well products are actually meeting the 
needs of buyers, and suggests joes vos. 2 of 
putting more salability into products. 


"Refractometers Save One Food Plant 
42 Hours Each Week.” 


By moving quality control apparatus out into 
the plant and into the hands of the plant 
operators Foop INpustRigs tells how one 
company was saved 42 plant-hours per week 
by eliminating the delays incurred while the 
laboratory was testing goods in process. 


McGRAW-HILL PUBLICATIONS 
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CLASS & INDUSTRIAL MARKETING SECTION 


January 5, 1935 


DAWES FORESEES 
NEW ERA FOR 
CAPITAL GOODS 


(Continued from Page 1) 
—Andrew Carnegie, who said: ‘Steel 
is either a prince or a pauper.’ 

“That quotation may induce 
thought when these charts are 
studied with this in mind. Steel 
production is already in a contra- 
seasonal rise. 


Necessary Time Indefinite 


“The length of time during which 
the coming increase in consumer 
demand for durable goods will grad- 
ually tax production capacity is con- 
jectural. In the two former depres- 
sions, the upward trend in the price 
of steel and iron from the latter 
part of 1878 lasted for something 
over one year and the upward rise 
in prices starting late in 1898 lasted 
through 1899, ending in January, 
1900. 

“These latter two periods mark 
the summit of the recovery prices, 
although prices in each instance did 


not decline below a point insuring 
profitable operation for a number of 
years thereafter. Comparison of ac- 
tual prices in the three depressions 
which are separated from each other 
by so many years is useful, so far 
as my purpose is concerned, only as 
indicating trends of mass movement. 
It must be remembered that maxi- 
mum prices in iron and steel prod- 
ucts are continually affected by im- 
provements and inventions reducing 
cost and by improvements in trans- 
portation, etc.” 


Differs With Col. Ayers 


Mr. Dawes drew special attention 
to the point wherein his views on the 
recovery situation differ with those 
of Col. Leonard P. Ayers, saying: 

“The difference between Col. Ayers 
and myself is a marked one. He 
evidently looks upon the intervention 
of a changed governmental policy into 
the situation as being definitely de- 
terminative of the question as_ to 
whether or not this coming year of 
1935 will mark an advance in pros- 
perity over the year 1934. While I 
recognize the overwhelming long 
time importance of a balanced budget 
and wise governmental policy, I 
point out that the normal course of 
recovery involving mass action is 
not determined by human reasoning, 
but by human nature; and that the 
rate of recovery is following the same 
course in this present depression and 


for the same simple causes that it 
did in the two great former major 
depressions in the country of 1873 
and 1893 which will bring about a 
great sustained uplift in heavy dur- 
able goods and mark the beginning 
of the year of full prosperity in next 
May and June. 

“The present delay in the full re- 
covery of demand in the durable 
goods industry, including iron and 
steel, the advent of which all agree 
marks the end of the depression, is 
not and has not been caused by any 
loss in mass confidence since its re- 
establishment in March, 1933. This 
delay which has occurred, not only 
in our present depression but in the 
recovery period of every other se- 
vere depression—domestic or foreign 
—is decreed by the constitution and 
laws of human nature. 


Capital Purchases Come Last 


“When the average man is strug- 
gling up and out of a depression and 
has his hands full in caring for his 
ordinary household bills, for the ne- 
cessities of life—for his rent, for his 
fuel, for his insurance, etc.,—in other 
words working to supply himself and 
his family with necessary goods and 
services for current consumption, he 
will postpone his purchase of dura- 
ble goods. 

“You cannot force or cajole him 
into doing otherwise by pleas that it 
will hasten general recovery. Self- 


“TEAMWORK” 


GETS 


RESULTS 


In Sports or Sales ' 


‘teamwork" counts. 


Choose your advertising media as 


you would a "backfield'""—be sure they work together, without wasted effort 
or conflicting interests. 


Roads and Streets reaches 20,000 key men among highway departments and 
contractors—the largest circulation of any national publication in the High- 
way field. With a well-defined editorial content, exclusively devoted to high- 
way engineering, Roads and Streets is also accorded the greatest reader 
preference of any publication in its field. Recent surveys* prove this 


conclusively. 


Powers’ Road and Street Catalog and Data Book is a compact, convenient 
source of highway reference material, sent yearly to 10,000 active road- 
builders—Contractors and Federal, State and County Highway Departments 
—containing an alphabetical index of Advertisers and a classified index of 
products as well as the catalog page section for completely presenting and 
describing your material or equipment. We have ample proof that road- 
builders everywhere use this catalog. 


With Powers’ Road and Street Catalog and Data Book to back up your 
monthly sales message in Roads and Streets you get perfect "teamwork" — 
complete coverage of the highway field without waste circulation. Be sure 
they are considered, and included in your 1935 budget of Highway Adver- 


tising expenditures. 


*Copies of this survey will be sent on request. 
Ask for "National Highway Publication: Survey." 


ROADS AND STREETS 
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FORESHADOWING INDUSTRY'S COMEBACK 


Chart 


Mo. 2 


PIG IRON PRODUCTION 
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One of the charts used by Gen. Charles G. Dawes to show the trend 
of pig iron prices and production in relation to the depression periods 
of 1873, 1893 and 1929 to date upon which he based his prediction 
that the tremendous pent-up need for materials and equipment of 
every character will, not later than June or July, bring about the 
beginning of a great sustained demand for durable goods. 


preservation is the first right of na- 
ture. This seems simple, but it is 
the reason why plans for ‘priming 
the pump,’ at least in the durable 
goods industry, create only a tem- 
porary increase in activity while the 
priming water lasts. 

“However, the mass of our peo- 
ple, personified by what we call the 
average man, again, for this simple 
reason, finally arrive together in a 
rush for the durable goods counter. 
In the satisfaction of his needs for 
durable goods, as distinguished from 
the satisfaction of his needs for con- 
sumption goods, which necessitates 
a current expenditure, there occurs 
inevitably a mass movement in de- 
mand for durable goods as the earned 
income of the mass passes the par- 
ticular point where consumption 
necessities are covered. 


Comes Last and Fastest 


“The demand for durable goods, 
especially the heavy durable goods, 
in a depression, while it always rises 
last always rises fastest. When that 
rush comes is the beginning of real 
prosperity, and to very approxi- 
mately indicate that date for the 
current depression has been the pur- 
pose of this study.” 

In referring to his chart showing 
pig iron production during the de- 
pression periods of 1873, 1893 and 
1929 to date, General Dawes called 
attention to the fact that in 1896, 
the 70,885,000 people then in the 
United States were actually using 
daily 9,000 tons of pig iron more 
than the 126,189,000 people in the 
United States were using in 1932, at 
the same relative time—a two years 
and ten months period after the be- 
ginning of the two depressions. 
This condition he attributed to the 


EVIDENCE SHOWN 


artificial price level of the current 
depression, which also may possibly 
delay for a little longer than in the 
former depressions the time when 
the consolidated mass demand com- 
mences to test productive capacity. 


Expect Production Increase 


In the chart of pig iron prices, Mr. 
Dawes showed that the particular 
time when the sustained postponed 
mass demand for durable goods in 
the 1873 and the 1893 depressions 
began to test the productive capacity 
of the country, marking in each in- 
stance the arrival of the final post- 
depression year of full business 
recovery, was reached in each in- 
stance as shown by the chart in a 
period of about five years and six 
months after the respective initial 
stock market collapses. 

Upon this evidence he rested his 
prophecy that the definite recovery 
period for the heavy goods industry 
would begin early next summer, ex- 
pressed first in a large increase in 
production and afterward by an up- 
ward scale of prices proportionately 
much less than in the two former 
depressions. 


Gets Equipment Account 


Tyson-Rumrill Associated, Roches- 
ter branch of O. S. Tyson and Com- 
pany, Inc., New York, has been ap- 
pointed to handle the advertising for 
Mixing Equipment Company, Inc., 
Rochester, N. Y., manufacturer of 
portable mixers and agitators. Trade 
papers and direct mail will be used. 


St. Louis Hears Molitor 


John D. Molitor, sales and district 
manager, Lambert Aircraft Corpora- 
tion, addressed the Jan. 3 meeting of 
the Industrial Marketing Council of 
St. Louis on “The Aircraft Spoke in 
the Marketing Wheel.” 


ope 


TRU-LAY Croformed Wire R 


i - 


Just how the sales of Tru-Lay wire 
rope have developed in the last 
ten years is indicated in this ad- 
vertisement of the American Cable 
Company, New York, scheduled 
for January industrial and trade 
publications. The frankness of this 
copy is unusual for industrial 


advertising. 


The 1935 WARE. 
HOUSE and MOTOR 
FREIGHT Directery 
issue of DISTRIBUTION & 
WAREHOUSING is now 


b eing compiled. 


Make your reservation 
for advertising space 
early — Telegraphic 
reservations accepted as 
late as January 15. 

DISTRIBUTION & WAREHOUSING 


249 West 39th St., New York City 
Chicago Office 300 West Adams St. 
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ADVERTISING AGE 


THOUGHT PROVOKING 


<-Americnn Masbion Cw 
BEL ONT, WiSCOMsIM 


One of several pages to be run by 
Yates-American Machine Com- 
pany, Beloit, Wis., in an effort to 
direct thought about machine 
tools to a viewpoint of profitable 
and not merely mechanical 
operation. 


FORBES SHOWS 
PENT-UP NEEDS 
AT 41 BILLION 


Sees Unexcelled Prosperity 
As 1935-36 Probability 


New York, Jan. 2.—The pent-up 
needs for durable goods in the 
United States stand at over 41 bil- 
lion dollars according to a research 
made by Forbes, financial publica- 
tion, and enumerated by B. C. Forbes 
in the December 1 issue. Mr. Forbes 
sees possibilities of a “veritable 
boom in heavy industries involving 
scarcity, clamor for prompt deliv- 
eries, rising raw material costs and 
soaring prices.” A similar prophecy 
was also made last month by Gen. 
Charles G. Dawes. 

All that is necessary to start the 
ball to rolling, as Mr. Forbes views 
the situation, is a rebirth of confl- 
dence which he sees forthcoming as 
a result of the manifested desire of 
the administration and business to 
cooperate to increase working 
forces. 

“No nation ever before faced such 
colossal industrial possibilities,” he 
said. “If politics and politicians 
play fair, 1935-36 may bring to 
America a measure and brand of 
prosperity excelling that of 1928-29.” 


Lists Potential Demands 


Mr. Forbes listed the following 
potential demands for durable and 
capital goods as the basis for his 
astounding revelation: 


Needs Total 
1,000,000 homes needed 
Bt ORCS cicscvcosucess $ 3,500,000,000 


16,000,000 homes 
$375 (average) repairs 
and improvements.... 

Paint 

In wired homes: 
Electric refrigerators 

(ten million)....... 
Electric ranges 


6,000,000,000 
1,000,000,000 


ee 


1,690,000,000 


(8,600,000) ......... 1,221,200,000 
Washing machines 
CE GREDOO) 20.04 060s 210,375,000 


26,000 dangerous grade 
crossings needing 
elimination in East- 
ern states alone...... 

Paving or hard-surfac- 
ing 100,000 miles of 
highway 

7,000,000 new passenger 
automobiles ......... 

1,000,000 new trucks.... 

Accumulated deficit in 
railroad capital ex- 
penditures since 1928. 

For new-type air brakes 

Replacing railroad re- 
pair shop equipment 
over ten years old.... 

New machinery in fac- 


1,400,000,000 


3,500,000,000 


ee 


4,375,000,000 
700,000,000 


2,000,000,000 
290,000,000 


1,300,000,000 


CORTON o.c-0 0:0.0:0:0:0.0:0:6.0.00 8,000,000,000 
New electrical equip- 

ment in factories.... 3,000,000,000 
For municipal sewers 

and sewage-treatment 

PRAMS: is ciceccescces. 1,500,000,000 
DORIS GOW ooo owes 0545s 400,000,000 
PT Ce ee 450,000,000 
Lumber ..s.se- Sevewee 1,000,000,000 

GRAND TOTAL...... $41,536,575,000 


Yates-American 
Points to Users’ 
Wrong Viewpoint 


Beloit, Wis., Jan. 3.—Combatting 
an idea fixed in the minds of many 
machine tool users that so long as 
a machine runs well mechanically 
it must be running profitably, the 
Yates-American Machine Company, 
manufacturer of woodworking ma- 
chinery, has taken this paradox as 
the subject for some of its 1935 ad- 
vertising in an effort to correct such 
faulty reasoning. Copy of this char- 
acter will appear frequently in the 
company’s schedule. 


A page that appeared for the com- 
pany in December publications fea- 
tured in scrip headline a quoted 
statement which every machinery 
salesman has encountered many 
times in his sales work: “Still Run- 
ning Fine,” followed by an interlude 
“(But Losing Money).” 

The text said: “Many a rip saw 
still in the bloom of mechanical 
health is today an economic crip- 
ple. It never was intended to meet 
the new order of production nor the 
new scale of prices—and it never 
will. Times have changed. Machines 
have changed. Modernize for profit. 
Install Yates-American Straight-Line 
Rip Saws and get your share of 
business that is profitable only with 
up-to-date equipment.” 

In commenting on the thought in 


back of the copy, H. W. Talbot, ad- 
vertising manager, said that manu- 
facturers of woodworking, and in 
fact almost all manufacturers who 
have a comparable market, are in 
these times inclined to rate the effi- 
ciency of a machine on its physical 
condition, and his company believes 
its job, and the job of every other 
manufacturer so concerned, is to up- 
set the faulty inactive thinking that 
makes a man feel, if not say, to him- 
self, “She’s still running fine,” and 
by association with such advertising 
to make him add “but losing money.” 


To Analyze Copy 
George Appel, McGraw-Hill Pub- 
lishing Company, will lead a copy 
clinic for the Cincinnati Industrial 

Marketers at Jan. 29 meeting. 


Merge Publications 


Effective with the Jan. 5 issue 
Shoe Factory will be merged with 
Hide and Leather and thereafter ap- 
pear as a section of the latter in the 
first issue of each month. The change 
was made to round out the editori- 
al content of Hide and Leather to 
include material of interest to the 
factory management as well as the 
chief executives of the shoe indus- 
try. Each issue will carry some pro- 
duction material. 


Now Clay Industries, Inc. 

The Structural Clay Tile Associa- 
tion, administrative agency of the 
code authority for the structural clay 
products industry, moved its head- 
quarters to Washington, D. C., Dec. 1, 
1934, and will hereafter be known as 
Clay Industries, Inc. 


/ 


fl 


Courtesy Felton Chemical Co. 


EVERY FERTILE FIELD 
MUST BE CULTIVATED 


For an abundant harvest of profits during 1935 thor- 
oughly cultivate the power field. 


It is unusually fertile. 
mines, utilities anywhere and 


Activity in industry, building, 


everywere is quickly re- 


flected in power equipment demand. 


Activity throughout industry is now increasing. Power 


plants are equipping to meet 
cheaper power. 
POWER's all-industry power 
plans to modernize. 


demands for more and 


38% of the plants reporting in 


equipment survey have 


POWER provides the most effective and economical 
means for cultivating this market. Every month POWER 
searches out the responsive power equipment buyers in 


all industries. 


These buyers set the standard 
plants. 


By establishing your products 


for all sizes and types of 


with POWER's readers 


you establish your products throughout the power field. 


First February forms close January 24. 
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CLASS & INDUSTRIAL MARKETING SECTION 


January 5, 1935 


“‘Crown Overall’’ 
Sales-Stand 
Goes ( Over Big 


ing more attractive representa- 

tion for the Crown Overall line was the 

job of the combination display and stock 

stand pic- 

tured here. 

a The com- 

€ ° pany wanted 

es some means 

Nee to get a good 

stock of 

their over- 

alls fea- 

tured. This 

compact 

merchandis- 

ing unit was 

developed 

for them by 

Lyon Metal 

Products, 

Incorpor- 

ated, of Au- 

rora, Ill. As 

a result, turnover has been stimulated 
to a highly profitable degree. 

The basic idea of this stock display 
can be worked out for scores of other 
products—especially any item that must 
compete for attention with general mer- 
chandise. 


National Biscuit Co. 
Insures Greater 


Cookie Sales with 
‘*Biscuit Dept.’’ 


Cookies and crackers sell on sight. 
This means the housewife will often 
take home a bag of cookies for the chil- 
dren or for Lpadioen, if they are prom- 
inently dis- 
played in the 


grocery. 

The National 
Biscuit Com- 
pany is certain 
ye ae he 

isplay in 
the store with 
this exception- 
ally attractive 
steel rack as 
built by Lyon—and it is sold to the 
grocer—not given away. 

The rack illustrated carries a wide line 
of cookies in caddies and peniee for 
complete package display. Lyon’s wide 
experience in the food store field en- 
ables them to design sales-producing 
displays for cake, cookie and pastry 
bakers in every section of the country. 


Sells 3,000 70-Tool 
Sets with Steel 


‘‘Treasure Chest’’ 


One of the finest sales increases ever 
registered in the tool business has been 
chalked up by the Blackhawk Manufac- 
turing Company, Milwaukee, Wisconsin. 
A single idea raised the unit of sale from 
individual Sones oangne one 4 a 

ime, to seven’ ught as a set. is 
” pool accomplished 
by the “Treasure 
Chest”—a sturdy 
container made 
by Lyon Metal 
Products, Incor- 

orated. Over 

,000 were sold 
when oa Bet 
hawk Company wrote, “The idea clicke« 
and we are still enjoying a good busi- 
ness on them.” 

The ideas in this column are not con- 
fined to the fields in which they have 
been used. Lyon Metal Products, Incor- 

rated, meets new problems every day. 
Write Lyon. Ask them for suggestions 
on stimulating your sales at point of 
purchase 


METAL PRODUCTS, INCORPORATED 
1101 River St., Aurora, Illinois 
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HERE’S A PICTURE OF RESILIENCE 


To ithustrate the meaning of resilicnce in terms of impact resistance, 
we showed visitors to the 1934 A. G. A. Convention this working model 
of the “drop test,” which im actual practice at Acipeo includes dropping 
a 50-Ib hammer on the pipe through a series of blows, the first blow 
from a height of 3 inches with the height of successive blows increased 
3 inches each and continued until the pipe fails. 20 bhows for 6-inch 


Mono-Cast pipe designed for 1000 Ibs. per square inch working 
pressure. 


ILLUSTRATING QUALITIES DIFFICULT TO CONVEY WITH WORDS 


T 


SILIEN 


2 


Realizing that words are sometimes ineffective in conveying the idea of certain physical characteristics 
of mechanical products, the American Cast Iron Pipe Company, Birmingham, Ala., used this working 
exhibit at the American Gas Association convention to illustrate the qualities of Mono-Cast pipe. It was 


later featured in the company's advertising. 


APPROPRIATIONS 
FOR 1935 OVER 
ALL SINCE ’30 


(Continued from Page 1) 


the incentive to make replacements. 
Until a change can be brought about 
in this factor, among others, we can- 
not expect too much. 


“It is hoped, however, that the ris- 
ing spirit of business, which is grad- 
ually becoming more evident, and 
the necessary remedial legislation 
which has been promised, will start 
the tide of equipment buying. On 
this basis, we are increasing our ad- 
vertising schedule somewhat.” 


He added that the company has 
developed a new.product offering 
such high operating efficiency that 
executives to whom it is presented 
will have some difficulty in holding 
their enthusiasm in check. 


A manufacturer of railway signal- 
ing systems indicated that his 1935 
appropriation will approximate $85,- 
000, considerably higher than in the 
past few years. One or two new 
products have been perfected and will 
be introduced in the immediate fu- 
ture. 


A pump manufacturer reported that 
his 1934 sales volume was double 
that of the preceding two years, but 
still 50 per cent below that of 1929 
and 1930. The advertising appro- 
priation of about $15,000 will be con- 
centrated in business papers, on the 
theory that a fairly good showing 
may be made in this way. 


Cable Sales Heavier 


A cable manufacturer said 1934 re- 
sults were good enough to justify the 
use of more space in more publica- 
tions. 

A manufacturer of wrought iron 
products said a 50 per cent sales 
gain in 1934 was largely offset by 
increased cost of labor and materials. 

“Our sales parallel the curve of 
the total construction awards as re- 
ported by F. W. Dodge Corporation,” 
said he. “We have increased our 
sales efficiency—that is, we are se- 
curing a larger percentage of the 
construction dollar than we former- 
ly did, and consequently any gen- 
eral improvement in business will 
be reflected in our profit column. 

“As for advertising, we are oper- 
ating on a month-to-month basis, 
making commitments as far ahead as 
necessary to meet closing dates. Any 
increase in the appropriation will be 


largely dependent on general im- 
provement in business conditions.” 
Like many other marketers, this 
advertiser indicated that much of his 
effort will be concentrated in fields 
which seem particularly promising. 
While the building industry is the 
main consumer of his products, food, 
metal-working, distilling, packing, 
salt and glass were indicated as other 


markets which will be vigorously cul- 


tivated. 

This list of industries varied with 
each advertiser. One large manu- 
facturer of plastic materials listed 
the following as slated to receive spe- 
cial attention during 1935: packag- 
ing and closures, paint and varnish, 
central station and electrical appli- 
ance, building industry, automotive, 
refrigerator and air conditioning. 


MAPI Survey 
Predicts Big Buying 

Chicago, Jan. 3.—John J. O’Leary, 
president, Machinery and _ Allied 
Products Institute, today revealed 
the results of a survey just complet- 
ed by the institute showing that 95 
per cent of the plants queried are in 
need of new machinery and that pur- 
chases will be made as soon as con- 
fidence and credit is restored. Or- 
ders will range from a few thou- 
sand dollars to millions, he said. 

Mr. O’Leary estimates the pent-up 
need for heavy goods in terms of 
tens of billions of dollars. The re- 
lease of this business would result 
in the re-employment of 4,500,000 
men, he said. 


Fifty-Fifty Plan 
of Ten Advertisers 


Milwaukee, Wis., Jan. 3.—Appro- 
priations of ten industrial advertis- 
ers of this section will be divided 
about evenly between publication 
space and direct promotion, accord- 
ing to a survey by W. P. Ferris, sales 
manager, Blackhawk Manufacturing 
Company. 

Of the expenditures of ten report- 
ing companies, 40.5 per cent will go 
for space and 40.4 per cent for direct 
promotion. The remainder will be 
accounted for by exhibits and other 
miscellaneous forms of promotion. 

There was no uniformity in the 
allocation of expense for promotion. 
The lowest figure for space was 20 
per cent; the highest, 60 per cent. 
The minimum for direct effort was 
10 per cent, with a maximum of 75 
per cent. 

Mr. Ferris drew the following con- 
clusions from his study: 

“The capital goods manufacturer 
usually does not know merchandis- 
ing. He tries to produce goods at 
lower and lower costs, but when his 
advertising manager goes to him for 
money to reduce sales costs, he usu- 


ally has a hard time getting it. Pro- 
duction costs are tangible, but the 
possibility of cutting costs are much 
greater in the merchandising than 
in the production end of the busi- 
ness. 

Determining Factor 


“The advertising appropriation 
should be based on the job to be 
done. The advertising manager must 
determine what this is, and then go 
after the money. 

“The manufacturing executive 
knows volume of sales and cost of 
sales. He thinks in terms of dol- 
lars spent and dollars earned. He 
knows that unit costs mount as sales 


decline, but expects advertising costs, 
which are, of course, part of sales, 
to hold at the same level. Actu- 
ally, the curve of advertising ex- 
pense should be the same as that of 
sales expense. The total expense of 
each should be reduced as sales de- 
crease, but the unit cost of each 
should increase. 
| “More money should be spent on 
an ascending sales curve than on a 
descending one because expectations 
are greater. 
| “A greater expense for advertis- 
|ing should lower sales expense. 
“Advertising expenditures of the 
majority will be based on previous 
experience, plus expectations for 
1935. They will work on a month-to- 
month basis, with total advertising 
expenditures for 1935 running some- 
what above 1934.” 


Several Advancements 
Made by Reading Iron 


Several promotions within its 
ranks, as well as additions to its 
sales force, mark the beginning of 
the new year for the Reading Iron 
Company, America’s oldest and lar- 
gest manufacturer of genuine pud- 
dled wrought iron. 

Among them are C. T. Ressler, 
formerly manager of railroad and 
marine sales, who has been ap- 
pointed specification engineer, Sales 
Division, with headquarters at Phil- 
adelphia. 

R. I. Fretz, formerly district sales 
representative, with headquarters in 
Columbus, O., is now manager of 
eastern railroad and marine sales, 
with headquarters at Philadelphia. 
He is succeeded by C. W. Guthrie, 
formerly salesman in the New York 
district. 

F. B. Olcott has been appointed spe- 
cial representative for the purpose 
of handling government business, 
with headquarters at Washington, 
D. C. 


Distributes New Paint 


The Specialty Brass Company, 
Kenosha, Wis., manufacturer of dairy 
accessories, has been named sole dis- 
tributor for “Dary-Whyte,” a new 
casein paint used exclusively in the 
painting of Century of Progress 
buildings. The product will be han- 
dled through the existing agencies 
of the company, including over 350 
jobbers. 


What's New 


marcus | . 


AL EQUIPMENT NEWS % 


EVEN IF IT HAD 
‘| NOT BEEN OUR 
=| FIRST YEAR 1934 
WAS A GOOD ONE 
—AND 1935 LOOKS 
BETTER STILL 


—we have received better than 


ness, accuracy and ACTION. 


terest in IEN’S exclusive “Wh 
factual easy-to-get-at style of p 


are not on our records as they 
the manufacturers. 


—our January 1934 issue carr 


twelve months,—there are more 
ating men in general industry 
publication. 


DURING 1934— 


ing men in industry for personal mailing of Industrial Equipment 
News—have built a list that is an eye-opener for comprehensive- 


—we have received, and are showing to those interested, literally 
hundreds of letters not merely of approval but of enthusiastic in- 


—we have received in our offices and forwarded to the manufac- 
turers more than 12,000 reader inquiries against products described 
in Industrial Equipment News—as many more of these inquiries 


December 1934 issue 157 units—a record of growth that speaks 
for itself and that has carried IEN to leadership in its field, in only 


$69 to $75 to Place an Effective Standard Unit of Descriptive 
Advertising on Your Product Before 30,000 Plant Men Is a Real 
Buy at Any Stage in the Calendar 


28,000 requests from plant operat- 


at’s New” reader service and its 
resentation. 
went direct, in the usual way, to 


ied 30 units of advertising—our 


advertisers using it to reach oper- 
than are using any other similar 


In the Purchasing 
Departments of a 
large majority of 
upper rated manu- 
facturing and mer- 
cantile concerns, all 
lines, everywhere. 
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January 5, 1935 


ADVERTISING AGE 


Information 


for Industrial 


Advertisers 


The following documents may be 
secured without charge by any ad- 
vertiser or advertising agency from 
the publishers sponsoring them, or 
through Crass & INpusrrIAL Mar- 
KETING. 


147. Davison’s Textile Catalogs. 


A folder explaining the services 
rendered by this catalog, and the 


field it covers with a breakdown of | - 


the circulation by types of textile 
mills reached. 


148. The Markets of the South and 
Southwest. 


An illustrated loose-leaf booklet 
dealing with the southern states as a 
unit market and summarizing their 
economic progress. Following an ex- 
planation of the objectives and ac- 
complishments of Manufacturers Rec- 
ord, by whom it is issued, the con- 
tents are devoted to statistics re- 
garding the south’s manufacturing, 
construction gains, wholesale busi- 
ness, resources and productive capac- 
ity, percentage of domestic produc- 
tion and the basis for its wealth. 


110. Baking Industry Facts and Fig- 
ures. 


The baking industry is not merely 
large, but almost depression-proof, 
this survey by Bakers’ Helper indi- 
cates. A decrease of only 6.6 per cent 
from normal poundage was reported 
by the industry in 1931, though dol- 
lar decrease was somewhat larger. 
Total value of baked products in 1931 
is placed at $1,190,047,000, showing 
that this industry will never fall be 
low a billion dollars in its worst 
Other sections of the survey 
show the kind and amount of equip- 
ment required to keep the country’s 
bread-basket filled. 


138. Outline of the IEN Plan. 


This folder of information de- 
scribes the complete editorial, circu- 
lation and advertising setup of In- 
dustrial Equipment News for place- 
ment in the media files of advertisers 
and agencies interested in advertising 
to the general manufacturing market. 


102. Marketing Beer - Dispensing 
Equipment. This is the title of a brief 
analysis of the distribution problems 
confronting manufacturers of bar fix- 
tures, including cooling units, beer 
faucets, block tin pipe and coils, beer 
pumps, tapping apparatus and com- 
plete bars. It indicates the plumbing 
dealer as a merchandiser of this 
equipment. Published by Domestic 
Engineering, Chicago. 

127. Editorial Enterprise. 

This 8-page folder is really an in- 
dex to research in the meat packing 
field, from the standpoint of indus- 
trial operations and equipment re- 
quirements. Fifteen headings are 
covered, with typical classifications 
of steam and power, temperature con- 
trol, packaging, etc. Published by 
The National Provisioner. 

106. Railway Outlook. 


This is a letter issed by Simmons: 
Boardman Publishing Gompany every 
week or so to “pass along timely in- 
formation to its friends who are di- 
rectly interested in the railway out- 
look.” The latest facts on railway 
operation are presented without frills 
or comment, giving the reader a clear 
picture of what is taking place in the 
field. 

132. The Real Answer to the Adver- 
tiser’s Prayer. 

A highly colored and _ pictorial 
broadside treating the reader inter- 
est of Machinery and. offering scores 
of testimonials of key executives as 
evidence of reader quality and how 
the publication reaches the man 
back of the order. 

144. New Check-Chart Booklet. 

Picturing the personalities of the 
men behind Check-Chart is the object 
of this beautifully illustrated book- 
let. It presents the scope of Check- 


Chart activities in the automotive 
and petroleum industries. 


“Recorder” Issue 


Contains 334 Pages 


The Dec. 29 issue of Boot and 
Shoe Recorder contained 330 pages | 
and cover. 

Besides being the publication’s 
orecast and review number, the is- 
sue made it possible for manufac- 
turers to describe their offerings at 
the Fourth National Shoe Display in 
St. Louis Jan. 7-10. 


Klauer Appoints Carroll 


W. J. Carroll has been made sales 
manager of the Klauer Manufactur- 
ing Company, Dubuque, Ia. He will 
be in charge of organizing and pro- 
moting the sales of the company’s 
line of corrugated metal culverts and 
rotary type snow plows in upper 


Michigan and Wisconsin. 


Roger A. Poor 
Heads Boston 
Organization 


Boston, Jan. 3.—The Technical 
Advertisers Association of Boston, 
at its organization meeting held at 
the Chamber of Commerce, Dec. 13, 
elected Roger A. Poor, lamp adver- 
tising manager, Hygrade Sylvania 
Corporation, Salem, president; Ed- 
ward S. Lawson, publicity director, 
Foxboro Company, Foxboro, Mass., 
vice-president; and James R. Duffy, 
also of the Hygrade Sylvania Cor- 
poration, secretary-treasurer. 


Application for membership in 


, 
the National Industrial Advertisers 
Association was voted, and a con- 
stitution drawn up and approved. 

The purpose of the organization 
as stated in the by-laws, shall be 
“to study all phases of technical 
and industrial advertising, to afford 
mutual help to members in solving 
problems, and to encourage the de- 
velopment of highest standards in 
advertising practice.” 

Charter members are as follows 
in addition to the officers: Arthur 


F. Lewis, Simplex Wire & Cable 
Company; Harold Bugbee, Walter 
B. Snow & Staff, Inc.; James H. 


Watson, S. D. Warren Company; J. 
M. Russakoff, Eddy-Rucker-Nickels 
Company, Cambridge; K. R. Suther- 
land, Sutherland-Abbott Company; 
Elmer Horton, Larchar-Horton Com- 


11 
pany, Providence, R. IL.; James T. 
Chirurg, James Thomas Chirurg 


Company; Roy D. Baldwin, Simonds 
Saw & Steel Company, Fitchburg, 
Mass.; Harold A. Rosenquist, U. 8S. 
Gutta Percha & Paint Company, 
Providence, R. I.; Richard Thorn- 
dike, advertising counsel, Provi- 
dence, R. I.; and George F. Whipple, 
Whipple Technical Libraries. 

The following committees have 
been appointed: Program, Harold A. 
Rosenquist, chairman, Arthur F. 
Lewis, Roy D. Baldwin, Harold Bug- 
bee and K. R. Sutherland, member 
ship, E. S. Lawson, chairman, Rich- 
ard Thorndike, J. M. Russakoff, J. H. 
Watson and J. T. Chirurg. 

The program for the January meet- 
ing has not as yet been announced 
by the committee. 


Only One 


hospital journal has rendered an editorial service of such leadership and 
practical value as to win formal recognition for its notable contributions 
to the progress of the field: 


HOSPITAL MANAGEMENT 


Only one hospital publication concentrates both editorial appeal and 
circulation upon the administrators—the buying power of this market: 


HOSPITAL MANAGEMENT 


Only one hospital magazine has its editorial and publishing standards 
indicated by membership in the Associated Business Papers, Inc.: 


HOSPITAL MANAGEMENT 


Only one hospital advertising medium demonstrates net paid coverage of 
the primary hospital market—the A. C. S. “approved list’’—to the extent 
of 80 per cent of bed capacity by actual count: 


HOSPITAL 


MANAGEMENT 


Only one hospital journal has the services of the dean of hospital magazine 
editors—a man who has directed the activities of the publication for sixteen 
of its eighteen years of publishing without change of ownership or manage- 


ment. 


That journal, too, is 


HOSPITAL MANAGEMENT 
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INDUSTRIAL MARKETING SECTION 


January 5, 1935 


CONDUCTED by 


PROBLEMS 


in industrial advertising and marketing 
» 4 


KEITH J. EVANS 


Envelope Stuffers 
—Good or Bad? 


In the Dec. 1 issue we commented 
somewhat negatively on envelope 
stuffers. The following is an excerpt 
from a letter challenging our atti- 
tude: 


“Just today I found the oppor- 


tunity to read your Dec. 1 issue, 


statement. As a rebuttal to any- 
thing he may say I will be glad to 
send him any number of result- 
getting enclosures which we have 
produced . ..and which have 
paid for themselves many times. 
“Frankly, I would like to know 
how Mr. Evans ‘gets that way.’” 


AccouNtT EXECUTIVE. 


We have seen some very fine single 


and leafing through it—looking for | Pase and four page folders included 


something of interest—one para- 
graph relative to a supposed unfa- 


vorable attitude by buyers towards | 


envelope stuffers made me see red. 


“I can point to success after suc- | 


cess as a result of the use of en- 
velope stuffers. 


to say. 
dogmatic standards, but without 
real facts to back them up, it tends 
to make me lose a great deal o 
respect for the authority of ADvER- 
TISING AGE which I have had. 

“I am interested in knowing on 
what basis Mr. Evans made his 


These facts and. 
results mean more than anything | 
that any of your experts may have | 
It is well to set up some | 


f | 


| in envelopes which we suppose might 
,come under the heading of envelope 
stuffers. There is no doubt but that 
| this better type of literature does re- 
|ceive some attention and does pay the 
manufacturer using it. 

On the other hand, so many manu- 
|facturers selling to industry through 
jobbers and dealers continue to send 
|them uninteresting envelope stuffers 
on this and that product rather than 
|to give them really effective advertis- 
| ing, cooperation, that the distributors 
jhave come to look unfavorably on 
\this type of help. 


There is also some criticism on the 
part of the receivers of industrial 
correspondence, urging that extrane- 
ous material be eliminated. 

The following is taken from an 
article in a recent issue of Mill Sup- 
plies. In a survey made among a 
number of industrial users, the an- 
swers to several questions were as 
follows: 


“Do you think house organs have 
influenced your purchases of mill 
supplies? Yes, 67%. No, 33%. 

“Do you think envelope enclosures 
have influenced your purchases of 
mill supplies? Yes, 4%. No, 96%. 

“Would window displays in mill 
supply houses be more effective if 
displayed articles had list prices and, 
where possible, net prices tagged on 
them? Yes, 92%. No, 8%.” 

“The very poor showing of en- 
velope enclosures was almost to be 
expected,” the director of the re- 
search commented. “In the majority 
of cases the actual purchaser never 
even knows that it was sent out. The 
enclosure usually is thrown in the 
waste-basket by the person opening 
or classifying the mail and, even in 
case it is passed on to the actual 
buyer, its value seems to be very 
doubtful. Some customers even went 
so far as to say that they were ag- 
gravated by any mail enclosures, as 
they cluttered up their desks. We 


“WV HAT DOES GRAY KNOW 


ABOUT SELLING IN THE 
INDUSTRIAL FIELD?...” 


* 
For example, take 


POWER PLANTS 


@ The boss himself started his career by 
firing a boiler. 


@ We understand both the steam and elec- 
tric phases of power plant operation be- 
cause our organization includes men 
with both mechanical and electrical en- 
gineering training and experience. 


@ We know operating engineers—by mix- 
ing with them in association work—by 
calling on them, all over the country— 


by studying 


their buying habits with 


successful salesmen in this field. 


@ Our familiarity with the field is shown 


clusively. 


@ We number 


coal. Their 


by frequent editorial articles in power 
plant magazines contributed by our staff 
—also by the fact that we edit a house 
organ circulating to power plants ex- 


@ We maintain very close relations with 
the mechanical engineering staffs of 
leading universities and research 
laboratories. 


among our oldest clients 


several manufacturers of power plant 
equipment and one producer of steam 


problems have been our 


problems for upward of fifteen years. 


RUSSELL T. GRAY, Ine. 


205 W. Wacker Drive, Chicago, Ill. 
Telephone CENtral 7750 


have used them for many years and 
actually know of several machines 
bcing sold through their use, but in 
the long run we feel that they are un- 
profitable and we confine their use to 
special advertising campaigns or 
items we intend to clear out at a dis- 
count.” 

Please remember, oftentimes work 
of this kind can be made so interest- 
ing as to overcome these general ob- 
jections, which apply to the ordinary 
run of material. 


Cc hristmas Cards 


Our company sent out Christmas 
ecards to preferred customers. At- 
tached is a copy. We have had some 
difference of opinion as to whether 
this has any value as an advertise- 
ment and would like to have your 
comment. 

ADVERTISING MANAGER. 


I would say that the Christmas let- 
ter which you have attached has ab- 
solutely no value. It is beautifully 
done, but it is not personally ad- 
dressed to anyone and is only signed 
by your company. 

Christmas is a question of spirit 
and personal friendliness. One cor- 
poration cannot wish another corpo- 
ration a Merry Christmas and have 
it amount to anything. 

If your men who know other men 
in these preferred companies would 
have written them a personal letter 
or sent them a personal Christmas 
card, the messages would probably 
have served as a reasonable good will 
builder. 

This Christmas our company re- 
ceived many cards and letters from 
corporation to corporation. How 
men who are supposed to understand 
human nature can continue to con- 
tribute to this waste is more than 
we can understand. 


“ ‘ 7 2. F 
Service Literature 


vs. Advertising 


Our company has backed me in a 
campaign of beautiful advertisements, 
but there is quite a bit of service 
literature needed, and I can get no 
money for that at all. 

One of our men developed several 
interesting tables of short cuts for 
use by our customers. We wish to 
expand our catalog to include data 
regarding the products and other 
general data of use to our customers, 
but the house does not seem inter- 
ested. 

How do you rate this service lit- 
erature? 


ADVERTISING MANAGER. 


We believe service literature is 
oftentimes of more value than gen- 
eral advertising. Both, of course, are 
very desirable and one teams in with 
the other. 
However, this fact is true—that a 
person actually using your service 
literature day by day will be more 
impressed with your company and its 
products than if he merely looks over 
or reads an advertisement. 
ps / . v v . 
Mailing List 

We have a problem regarding our 
mailing list here at the office that I 
would like to have some help on. 

Our office manager believes our 
mailing list should be handled alpha- 
betically by state, town and name, 
while I have been urging to have it 
first by industry and then by state, 
town and name. 

What are your thoughts,in the 
matter? 

ADVERTISING MANAGER. 


The best way to determine is to 
write down all of your uses for your 
mailing list and see which way you 
would use it more frequently. 

If you usually address your en- 
velopes, picking tnis industry and 
that industry and omitting others, 
then probably it would be better to 
have your list laid out by industries. 
On the other hand, if it is very un- 


usual for you to select names by in- 
dustries, it is certainly much easier 
to have all names in their proper 
order by state, town and company 
name. 

I understand you have a selective 
Addressograph. If that is true, it 
might also pay you to consider di- 
viding your list by size of company 
or by size of prospective customer. 
It also pays to classify by customer 
and prospective customer. 

In that way you can address only 
your customers or your prospective 
customers at any time automatically 
by industry and by size classification. 


Boonsh Offices? 


We are planning some expansion 
for the current year and have been 
discussing the advantages and disad- 
vantages of branch offices. What is 
your opinion on this in cases where 
it is not necessary to take orders or 
handle any business from the branch 
office? 

Sates PromMorioNn MANAGER. 

Almost every situation is different. 
If you expect customers to visit a 
branch office or need anything of this 
kind for display purposes, etc., or to 
give you prestige in a big city, an 
office is oftentimes very valuable. 

Generally speaking, however, in 
eases where you have only two or 
three men working out in a city, it 
is better not to have an office, as it 
takes so much time going and com- 
ing to the office. When one has a 
desk, he can always develop plenty 
of detail. 


> FF 
Creating Publicity 
Our president is a great believer in 
publicity. While we send a note to 
the various papers whenever there is 
any news development in connection 


'with our company, still he does not 


seem satisfied. He wants more and 
more free publicity. What to do? 


ADVERTISING MANAGER. 


With a company such as yours it 
would seem that you might be able 
to create publicity in addition to us- 
ing just what comes along in the nor- 
mal course of events. 

If your president is _ publicity 
minded, have him make a special 
trip to Washington or to Timbuktoo 
in the interests of improving the 
products in your line or some other 
important message; write him up as 
making the trip and what he thinks 
of the so and so subject. 

Have your engineers and depart- 
ment managers contribute technical 
articles to the various papers through 
your department, using the company 
name, pictures of your product, etc., 
to illustrate their articles. 

When you get into the subject of 
writing and really contributing edi- 
torials rather than news items, you 
will secure more desirable publicity 
and will help your concern become an 
authority in the field. 


Penn Electric Switch 


to Extend Advertising 


The Penn Electric Switch Com- 
pany, Des Moines, Ia., will extend 
its advertising in 1935, beginning 
with a special campaign during the 
winter and spring, featuring the new 
Penn Temtrol System for replace- 
ment of obsolete thermostats, and a 
larger campaign in the fall on new 
automatic heat installations. 

Nelson B. Delavan, sales manager, 
reports an entirely satisfactory re- 
sult from the introductory Temtrol 
campaign. In addition, the company 
plans to advertise more extensively 
in the refrigeration and air condi- 
tioning field this year to introduce 
several new controls and improve- 
ments in its line. 

It is claimed that the Penn Electric 
Switch Company is the world’s larg- 
est manufacturer of _ refrigeration 
controls. 


self-serviced fleets of ten or more automotive vehicles are reached 


monthly by 


FLEET OWNER 
90 West St., New York, N. Y. 
A summary has been made of the returns to a questionnaire on “Valve 


and Valve Seat Grinding” which appeared in a recent issue. 
the summary will be sent, without charge, upon request. 


A copy of 
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THE SECRET OF "LOST IN THE WILDERNESS" IS REVEALED 


This intimate studio view shows how the famous 


"Lost in the Wilderness" photograph was made for Broderick 


& Bascom Rope Company, St. Louis. The illustration, originally featured on the cover of the company's house 

organ, "The Yellow Strand," was entered in a recent exhibit of the 

Women's Advertising Club of St. Louis, by the Chappelow Advertising 
Company and received second award by popular vote. 


TRICK PICTURE 
ADDS PUNCH TO 
ROPE PUBLICITY 


St. Louis, Mo., Jan. 3.—The fa- 
mous “Lost In the Wilderness” 
photograph of the Broderick & Bas- 
com Rope Company, which baffled in- 
dustrial advertising men, had a like 
effect on those in the general field 
when it was displayed recently in 
an exhibit of the Women’s Advertis- 
ing Club of St. Louis. The entry, 
sponsored by the Chappelow Adver- 
tising Company, handling the B & B 
account, took second place by pop- 
ular vote. 

The photograph, which originally 
appeared as a cover illustration for 
“The Yellow Strand,” house organ of 
the Broderick & Bascom Wire Com- 
pany, portrayed a bewildered man 
lost in a deep wilderness of wire 
rope. Since photographs are sup- 
posed to tell nothing but the truth, 
trickery was taken for granted and 
the impeachment was readily ad- 
mitted. In fact, the company ex- 
plained how the illusion was cre- 
ated. 

The “impenetrable forest” con- 
tained exactly sixteen short lengths 
of B & B wire rope of assorted sizes, 
lays and construction. The “rocks” 
consisted of coarse sand and “under- 
growth” was provided by shreds of 
sponge and bits of raveled hemp 
twine. The “lost” man was a card- 
board cutout of a small, specially 
posed photo of Frank Watts, art di- 
rector of the agency. 

The props and the finished photo- 
graph are shown in the accompany- 
ing halftone. An inverted kitchen 
table resting on a box was the first 
step in the manufacture of the for- 
est. Hidden by a sprinkling of sand, 
sponge and twine, a sheet of heavy 
cardboard rests on the table’s side 
pieces. The cardboard is pierced 
through with 16 vari-sized holes, 
through which the ropes were thrust, 
their ends resting on the underside 
of the table top. Their upright posi- 
tion was maintained by a network of 
twine, strung across a wooden frame, 
resting on the table legs. 

The rest was a matter of experi- 


menting until the proper background 
and lighting were secured, bringing 
out the shadows of the ropes sharply 
and clearly adding to the illusion 
of depth. 


Pittsburgh 
Picks Grove 
As President 


Pittsburgh, Pa., Jan. 3.—D. Clin- 
ton Grove, advertising manager, 
Blaw-Knox Company, has been elect- 
ed president of the Pittsburgh Indus- 
trial Advertising Council for the 1935 
term. 

Other new officers include Charles 
W. Kalbfus, advertising manager, 
The Elliott Company, Jeannette, Pa., 
vice-president, A. E. Hohman, assist- 
ant advertising manager, Blaw-Knox 
Company, secretary. 

J. H. Waxman, supervisor appara- 
tus promotion, Westinghouse Elec- 
tric & Mfg. Company, retiring presi- 
dent, was made a director for the 
three-year term; C. H. Short, Pitts- 
burgh Plate Glass Company, was 
elected a director for two years; and 
L. S. Monroe, Copperweld Steel Com- 
pany, Glassport, Pa., for one year. 

On Jan. 10 the Council will hold a 
round table discussion of advertising 
appropriations. It will endeavor to 
develop such points as reasons for 
increase or decrease of appropriations 
for 1935, direct mail or publication 
space; whether copy will be general 
or specialized; advisability of use of 
preferred space, color and _ bleed 
pages; and unusual procedures over 
previous years. 

New members recently enrolled in- 
clude W. J. Ramsey, advertising man- 
ager, Matthews Conveyor Company, 
Ellwood City, Pa.; Albert R. Stev- 
ens, West Penn Power Company; H. 
V. Jamison, advertising manager, 
American Sheet & Tin Plate Com- 
pany, and Albert T. Wible, adver- 
tising manager, Pittsburgh Steel 
Company. 


McCabe Advanced 


John H. McCabe, formerly assistant 
manager of the San Francisco office 
of Hercules Powder Company, has 
been made assistant director of sales 
with offices at Wilmington, Del. J: 


B. Johnson succeeds Mr. McCabe. 


549 W. Washington St. 


THE FENSHOLT COMPANY 
ADVERTISING 


Specialists in Sales Promotion of Electrical & Mechanical Products 


Chicago, III. 


Machine Tool 
Show Will Be 
Held in Sept. 


Cleveland, O., Jan. 3.—The Na- 
tional Machine Tool Builders’ Asso- 
ciation will hold its next exposition 
here Sept. 10-21 in the Public Audi- 
torium. It will be the first show to 
be sponsored by this organization 
since 1929 and is considered one of 
the most important industrial expo- 
sitions held in this country. 

With recovery trends definitely 
evidenced in the machine tool in- 
dustry, with the Federal govern- 
ment mobilizing efforts in a move- 
ment for plant modernization, and 
with the accumulation of six years’ 
needs making generally apparent to 
manufacturers the acute necessity 
for replacement of old equipment 
and installation of new, the man- 
agement feels that the show next 
fall is peculiarly opportune and will 
undoubtedly be the outstanding ex- 
position in the history of the indus- 
try. 

Although machine tools may be 
shown only by members of the asso- 
ciation, space will be available and 
is offered for exhibits of metal 
working machinery other than ma- 


chine tools, for direct and compo- 


nent accessories, and for services 
related to the industry. 

The chairman of the exposition 
committee is W. P. Kirk, Pratt & 
Whitney Company, Hartford, Conn. 
Other members of the committee in- 
clude George P. Erwin, Jr., Kearney 
& Trecker, Milwaukee, J. G. Hey, 
Avey Drilling Machine Company, 
Cincinnati, N. D. MacLeod, Abrasive 
Machine Tool Company, East Prov- 
idence, R. L, and W. E. Whipp, The 
Monarch Machine Tool Company, 
Sidney, O. 

The management of the show will 
be in the hands of Robert Everett 
Associates, Inc. As in the past, 
admission will be by registration 
only. 


Schaeffer’s New Work 


Paul H. Schaeffer has joined the 
Ohio Ferro-Alloy Corporation, Can- 
ton, O., as assistant general manager 
of sales. Mr. Schaeffer was formerly 
connected with the Central Steel 
Company, Massillon, O., and the 
a Alloy Steel Corporation, Can- 
ton, 


Cletrac Appoints Maxon 


Maxon, Inc., Cleveland, O., is to 
handle the foreign advertising of 
Cletrac crawler type tractors, built 
by the Cleveland Tractor Company. 
Frank B. Amos is to contact the ac- 
count. 


BUSINESS MACHy 


ue 
.: ee 


BIG BUYERS of 


PARTS and MATERIALS 


A sample of what one business- 
machine manufacturer buys 


annually 


sacra 


VEN in the depression years manufacturers of business 


machines have been turning out over 60 million dollars’ 


worth of products annually. 


Obviously, a group that manufactures in such quantities must 


buy parts and materials in 


Cold-rolled steel (tons). ... 3,000 

Cink demi steel (tons).... 1,652 

Steel tubing ..... (tons).... 50 

Rubber parts ........ 290,000 
ROE REG EGOS 1,500 ss Aatieatbeeed 
Ball bearings ............. 75,000 


Lock-washers, lock nuts.... 


Bolts and screws.......... 7,200,000 


of a steady campaign of 
negligible compared with 


tion mail us the coupon. 


corresponding volume. 


Yet business machine manufacturers are only one of many 
groups of manufacturers that are reached with advertising in 
Product Engineering. This publication serves the designing en- 
gineers and executives in companies that make machinery and 
“engineered” metal products such as office machines, house- 
hold appliances, automobiles, machine tools, construction 


Once you sell the Product Engineering reader you have landed 
a customer who buys continuously in large quantities. The cost 


advertising in this publication is 
the size of the orders which can 


be had in this field. If you are not familiar with the publica- 


USE THE COUPON TO GET ACQUAINTED | 


WIFH THIS MARKET'S FIRST-LINE MEDIUM | 


PRODUCT ENGINEERING 


Name .. 


ee eeeeerese 


330 W. 42nd Street, New York City 
I have been reading about the large buyers of parts and materials in 
your field, Please send me the following: 


(J Sample copies of Product Engineering. 
(J Advertising rate card and ABC statement. 
(0 Information about new-product activity in the field. 


Company SOR eee EHTS HHH HHH HEHEHE EHH EEE eee eeeee 


Address eRe eRe m eRe ee HHH HEH Eee ee EHH e HEHEHE HEeHEHHE HEE EES 
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CLASS & INDUSTRIAL MARKETING SECTION 


January 5, 1935 


NICKEL HOLDS 
EXHIBITIONS 
OF HIGH VALUE 


McNamara Tells Company’s 
Practice 


New York, Jan. 3.—The frank 
evaluation of leading industrial 
shows and suggestions for making 
exhibitions more successful featured 
the address of J. F. McNamara, sales 
manager, International Nickel Com- 
pany, before the exhibitors’ forum 
held here recently in conjunction 
with the Power Show. 

The meeting was arranged by the 
Exhibitors Advisory Council, Inc. R. 
H. DeMott, general sales manager, 
SKF Industries, Inc., presided at the 
forum. Other speakers included: 

Fred Dell, exhibition director, 
American Transit Association; John 
J. Gibson, director, general service 
department, National Electrical 
Manufacturers’ Association; I. E. 
Moultrop, chief engineer, Edison 
Electric Illuminating Company of 
Boston; Col. Willard T. Chevalier, 
vice-president, McGraw-Hill Publish- 
ing Company; 

L. W. Shugg, division manager, 
publicity department, General Elec- 
trict Company; F. C. Kerns, The 
Texas Company, and Frank Page, 
publicity director, Foster Wheeler 
Corporation. 


Consider Shows Important 


The International Nickel Company 
regards exhibition activities as a 
major division of the sales promo- 
tion program. A show budget is 
set up in the fall of the year, and, 
while a general program for the 
year is decided upon at that time, 
the budget is flexible to permit par- 
ticipation in new shows should it 
seem desirable. 

The company’s average cost for 
participating in 14 industrial shows 


yess Ue 


HUMAN INTEREST, RESULT STORY AND TECHNICAL ADVANTAGES IN ONE 


to toney and eomumy ar ung ccctign patna: 
rome These it me cthapetioe Ammacioan Mowat 
Lane at comer seahees oe toned ae 


AMERICAN BLOWER CORP. 


CARASIGN MROCTE CC, LUTE, GIRDSOR, ONTARe 
BRANCH OFFICES HE ALL PRUNCIPAL CITES 
bmeceine of henmtnee Medien Sena Senne 


- Ae Conteceteg 
Seece Pawand Corned idee tat fee & 
Donne tek Seen Bam 5 ee 


Typical bleed-page copy to be used in American Blower Corporation's new campaign. 


age space used was 200 square feet. 
Seventy-five per cent of the display 
material and equipment used was 
manufactured in the company’s own 
shop and shipped to the location. 

One man is placed in charge of 
each exhibit and held responsible 
for scheduling attendance of per- 
sonnel so that the exhibit is prop- 
erly staffed at all times. A special 
effort is made, particularly where 
the larger shows are concerned, to 
enlist the active cooperation of rep- 
resentatives of local distributors’ 
organizations. 

One of the greatest advantages 
| arising from participation in indus- 


NOW, Buying Power 
is even more 
concentrated 


Latest Census Figures show more wage earners per 


plant, and fewer plants. 


This means only one 


thing, larger production per bakery. The baking 
industry market is becoming still more concen- 


trated. 


Here are the figures just released on the billion 
dollar baking industry: 


Number of establishments (reporting gross 


volume of $5,000 


Wage earners (yearly average).......... 


1933 1931 
|.) See 14,814 17,718 
182,098 183,161 


1933 Census figures show that 9,118 bakers did 
92.6% of the volume of business reported. 

Through BAKERS’ HELPER, with its non-pre- 
mium circulation, you reach those men who wield 
the buying power among those plants doing the 


bulk of the volume. 
itself to these men on merit alone. 


BAKERS’ HELPER sells 
It segregates 


bakers for you, tells your story where you want 
it told, and it makes your story “stick.” 


BaKERSHELPE 
WMACATINE (BAKERY PRAGTICE -¢ MANAGEMENT 


R 


The Industry’s Leader for Almost a Half Century 


330 S. WELLS ST. 


CHICAGO, ILLINOIS 


Three More Readers from 
a Cross Section o 
BAKERS’ HELPE 
Subscribers. 


in 1933 was $842.90 per show. aan letad shows, according to Mr. McNa- 


mara, is the opportunity to contact 
other exhibitors. He has found that 
the indiscriminate passing out of 
literature is wasteful, and encour- 
ages his men to solicit orders for 
literature for future delivery. This 
practice also builds up the prospect 
list. 


In appraising the industrial shows 
held the past year, Mr. McNamara 
emphasized the fact that the value 
of some of these events fluctuates 
considerably and that current pros- 
pects should ‘be carefully investi- 
gated and considered before mak- 
ing the decision to participate. 

“The shows of 1934 have been 
marked by greatly improved at- 
tendance and greater interest on the 
part of the attendance as a result 
of improved business morale,” said 
Mr. McNamara. 


Exhibitors to 
Receive More 
Data on Shows 


New York, Jan. 2.—The approxi- 
mately 200 members of the Exhibi- 
tors Advisory Council, Inc., will be 
provided by headquarters with “A. 
B. C. reports” on the 50 or 60 indus- 
trial shows and exhibitions sched- 
uled for 1935, it was announced at 
the annual meeting here last month. 
N. O. Wynkoop, publishing director 
of Power, was elected president of 
the Council. Other officers are: 

E. J. Billings, executive assistant, 
Babcock & Wilcox Company, vice- 
president; J. F. McNamara, sales 
manager, International Nickel Com- 
pany, secretary; J. P. Ferguson, as- 
sistant general manager of sales, 
Reading-Pratt & Cady Company, Inc., 
Bridgeport, Conn., treasurer, and 
William A. Hemming, executive sec- 
retary. 

While the providing of yardsticks 
for measuring the worth of various 
trade shows and exhibits is not a 
new activity of this group, it is in- 
tended that the work shall be carried 
on in 1935 on a more comprehensive 
seale. 


Information to Be Provided 


The information to be provided 
members on the various events will 
include data such as the names of 
the sponsoring organizations, finan- 
cial resources behind the sponsors, 
support outside sponsoring organiza- 
tions, conventions and other events 
in conjunction, amount of money to 
be spent in advertising the event, dis- 
position to be made of receipts in 
excess of operating expenses, expres- 
sions from trade authorities on the 


desirability of the event, opinions of 
former exhibitors as to the worth of 
the event. 

The reports will also include a 
thorough analysis, quantitative and 
qualitative, of attendance at previous 
events under the same sponsorship, 
terms for space and other details 
which will make it possible to form 
in advance a good idea of the sup- 
port the event will have. 


The “show prediction reports” will 
be made available to members as far 
in advance of the events as possible, 
the intervals intervening probably 
ranging from six to two months. 

Although two months will not be 
time enough for some prospective ex- 
hibitors to make arrangements to 
participate, such information as is 
available will be supplied to inter- 
ested members in advance of dates 
on which complete reports can be 
issued. 

Among the directors who will pre- 
side over the twelve industrial 
groups of the Council in 1935 are: 
E. J. Billings, executive assistant, 
The Babcock & Wilcox Company, 
New York; R. H. DeMott, general 
sales manager, S K F Industries, 
Inc., Philadelphia; J. P. Ferguson, 
assistant general sales manager, 
Reading-Pratt & Cady Company, Inc.; 
H. M. Hammond, sales manager, 
Bailey Meter Company, Cleveland; F. 
C. Kerns, lubricating representative, 
The Texas Company, New York; 
Ralph Leavenworth, general adver- 
tising manager, Westinghouse Elec- 


SPECIALIZED 


ARCHITECTS OF THE GOLDEN AGE 
LOST NO SLEEP OVER AIR CONDITIONING 


NEITHER NEED 
ARCHITECTS TO-DAY 


decweve fe 


KELVINATOR A: Couditoning 


The first piece of copy directed 
to architects for Kelvinator air 
conditioning equipment in a new 
intensive campaign which will be 
carried by approximately 30 in- 
dustrial and trade publications. 
All copy will be specialized in 
appeal. 


tric & Mfg. Company, East Pitts- 
burgh, Pa. 

J. F. McNamara, sales manager, 
International Nickel Company, New 
York; C. F. Radley, publicity direc- 
tor, Oakite Products, Inc., New 
York; J. C. Matchett, vice-president, 
Illinois Engineering Company, Chi- 
cago; H. M. Shackelford, sales pro- 
motion manager, Johns-Manville 
Corporation, New York; L. W. 
Shugg, division manager, publicity 
department, General Electric Com- 
pany, Schenectady, N. Y.; and N. O. 
Wynkoop, publishing director, 
Power, McGraw-Hill Publishing Com- 
pany, New York. 


BLOWER SERIES 
URGES PLANNED 
EXPENDITURES 


Detroit, Mich., Jan. 3.—Starting 
the first of this year, the American 
Blower Company will launch an in- 
tensive campaign to show manufac- 
turers that planned expenditures 
now will result in very definite sav- 
ings over a period of time ahead. 

The campaign, in addition, breaks 
away from the traditional industrial 
advertising approach, hitting through 
indirect, human interest appeal. 
Space will be concentrated in Com- 
bustion, National Provisioner and 
Power. 


One typical advertisement of the 
campaign, appearing in National 
Provisioner, leads off with the head- 
ing: “These Little Pigs Went to 
Market with a Saving of $100,000 
Yearly.” From this lead the copy 
discusses the long-held belief that 
costs in the packing industry had 
reached absolute lows for distribu- 
tion, sales and marketing costs, but 
that in spite of this reputation, 
American Blower had been able to 
effect savings of over $100,000 yearly 
for Wilson & Co., Inc. 

After the general results-achieved 
story has been told, the copy goes 
more into the technical advantages 
of American Blower equipment, aim- 
ing to clinch its sales argument with 
unalterable engineering data. 

Illustrations of American Blower 
draft fans, high speed fans and spiral 
inlet collectors, as well as a copy of 
the longitudinal section blueprint of 
Wilson & Co.’s new boiler room, 
round out this particular advertise- 
ment, of two bleed pages facing. 

Coupons will be used in all adver- 
tisements for this campaign, provid- 
ing check spaces for information re- 
quests on air conditioning, forward 
curved induced draft fans, high speed 
fans and spiral inlet collectors. 

Brooke, Smith and French, Inc., is 
the agency handling the campaign. 


Peckham Appointed 
J. W. Peckham has been appointed 
Eastern advertising manager of Brick 
and Clay Record, Ceramic Industry 
and Ceramic Catalogs with head- 
quarters at 17 E. 42nd St., New York. 


... NOW 


being SERVED 


to advertisers—the very finest 
kind of coverage of the mar- 
ket for heating, ventilating, air 
conditioning equipment and 
supplies. 

Your advertisement in HEAT- 
ING AND VENTILATING 
reaches today's buyers of your 
equipment. 


Venting 


Venti 


148 Lafayette St., New York 
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SPACE BUYER’S GUIDE 


A Classified Advertising Section for Industrial, Trade & Class Publications 


Industrial 


Baking 


insurance 


BAKERS’ HELPER , 
Management 


The Magazine of Bakery Practice & 
830 8S. Wells 8t., 

ABC Chicago ABP 
Bee advertisement elsewhere this issue. 
BAKERS’ REVIEW 
080 W. 42nd S8t., New York City; office, 
Chas. B. MacDowell, manager, 11 bE le St. 
Established 1898. Filled from cover Py cover with 
orief, authoritative articles, qe, - = 4 

else and quickly assimilated form. 


erage—over 30,000—reaching every bebe ‘aaes te 
the country at lowest rate in this field, four-tenths 
of a cent per reader. Maintains laboratory for bak- 
ing tests supervised by chemist and practical baker. 
Published monthly on the first. Forms close ten 

. Type page. 4%x7. Page rate, 12 
times, $120; half-page, $65, quarter-page, $385. 
Member Controlled Circulation Audit. 


BAKERS’ WEEKLY 


New York; Chgeage office, 360 N. 
a 


Michi an nae * published 


vist Dag 

Qudit Buresu of Circulations and A 
oan Papers, Ine. rgest net paid circulation in 
field, lowest advertising rate per thousand paid sub- 
ecribers. Operates completely equipped Experimenta) 
Bakery and Laboratory in New York headquarters 
with staff of full time chemists and expert bakers. 
{nquiries invited regarding industrial requirements 


and marketability of any product; 


THE NATIONAL UNDERWRITER-ROUGH 
NOTES GROUP 
Including the National Underwriter, weekly, 
casualty; National Underwriter, weekly, 
ance Salesman, monthly, life; Rough N 
fire and casualty; Insurance Decisions, 


Industrial 4 

monthly, industrial life, health and accident. Total 

circulation, on 70 .006, covering home Spr and 
a 


agencies ent: 

United States. Largest insurance publishing organ- 
ization in the world. Several memberships in A. 
B. C., B. P. and National Publishers’ Asso- 
ciation. Commission 18-2 to advertising agencies, 
except on insurance advertising. Offices: Chicago, 
Cincinnati, New Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and San Francisco. 


Liquors and Wines 


BOWNE’S WINES & SPIRITS 


Publishes months by Modern Distillery, Inc., 205 
42nd St. ork entire 
lauer and wine ‘Thaustriee 


industry, world’s largest utility. Annual equipment 
expenditure approximately billion dollars. Much of for- 
eign equipment purchased in United States. Monthly 
publication gives advertisers 30-day life. Moderate 
monthly appropriations assure consecutive contact 
with buyers. Reaches executives, managers, com- 
mercial men, superintendents, engineers, plant men. 

lef operators, wire chiefs, linemen. | Articles on 
engineering, mat ia) 
vractices. New modern cover, new a — en- 
amel paper throughout command maximum reader 
interest. Because advertising pages share extraordi- 
nary reader influence, advertising effectively reaches 
those originating or specifying purchases. Adver- 
tising rates and circulation statement on request. 


TELEPHONY 


Published every week on Saturday by Telephony 
Publishing Corporation, 608 8. Dearborn St., Chi- 
cago, telephone Wabash 8604, Contains the tele- 
phone industry’ 8 news and articles ond plant, traffic, 

a engi ing subjects. It is there- 
fore read ‘with interest by everyone in the telephone 
business, including executives, managers, engineers, 
plant men, chief operators, wire chiefs and linemen. 
Subscription, 


lation, 5,815, di 

All regular advertisers 
are entitled to complimenta’ ary copy of Kas = yp 
Directory, containing complete list of telephone ex- 
changes and buyers of material. Advertising votes, 
Ln copy and breakdown circulation statement on 


shou 

to publication date 
n Bowne, the editor- 

in-chief, was before prohibition, vice-president, gen- 

eral manager and tor of the oldest and argeet 

wine and liquor magazine in the United States. 

all advertisers, publishers issue a weekly news 

and tip service. 


Tractors 


FARM IMPLEMENT NEWS 
431 8. Dearborn St., Chicago. Established 1882. 
bur the trade in farm operating equipment, inciud- 


without obligation to manufacturers or agencies. 


Breweries 


BREWERS JOURNAL—WESTERN BREWER 


(Established 1876), published by H. 8. Bich & 
bg 431 8. Dearborn 8t., Chicago, Ill. A monthly 
journal devoted to the brewing, bottling, malting 
and Tee industries. — nine fifteenth of _ 
e 


tes: 
poy ‘one time, gies: nt mR, ene: one-half page, 
one time, $60; 12 times, $40: one- quarter page, one 
time, $35; 12 times, ‘$25; one-eighth page, one 
time, $24; 12 times, $15. Advertising copy 
be in publishers’ hands ten days prior to publication 
date if proof is desired. Plates can be used if re 
esived five days prior to publication date. 


MIDA’S CRITERION 


Published by the Gillette Publishing Co., Daily 
News Bldg., Chicago. Served the liquor and wine 
trades for thirty- -five years prior to Prohibition yg 
was the undisputed leader in its field. Mr. Lee W. 
Mida, the son of the original founder, and for many 
years co-publisher with his father, is the present 
editor-in-chief. Assisting him are a number of the 
old contributors, -+ in LJ country and abi 
Circulation—Com coverage of the liquor and 
wine field, ‘ochudine distilleries, wineries, import- 
ers, wholesale liquor and wine dealers, and a A 
list of outstanding retailers. Weekly news 
to advertisers. Due to the ever-increasing euttvits 
on the part of the trade rehabilitating plants, buy 
ing old stocks, equipment, cuoostes, ete., pub 
ers are furnishing advertisers wi! + oy tip 
service advising of these activities. 


MODERN BREWERY 


Published monthly by Modern Brewery, Inc., 205 E. 
42nd St., New Y City. Covers the entire brewing 
and allied industries. total monthly circulation 
of ov 4500. blishing date, teenth of each 
@onth. Ty page 7x10. Rates, 12 pages within 
$20 per’ page and less. than four pases $138 
Deges, » ess ‘our pag 
Ravertising ony. should be received 4 


lish ten days 
gE Kl alias 


Ooal 


THE BLACK DIAMOND 


& weekly journal reaching all branches of the coal 
} nm Ty oenty for the past 45 


Room * ir, 622 
Wash- 


vigorous 

factor in the tra 

Page rate, one time, 
tate, 8; ‘balt- “page, one time, 52 

uarter-page, one time, $26; 52 times, $21. Issued 

jaturdays. Last forms close Tuesday preceding date 

of issue. Subscription price, $5 per year. 


Dental 


s dominating 


THE JOURNAL OF rue pmgareas DENTAL 


ASSOCIAT 

#12 E. Superior S8t., Chicago, Ill., is the Official 
Advertising Medium for dental products and has 
the largest paid circulation of any dental publica- 
tion, Total circulation, 86,752. The Journal is 
issued the first of each month. og Le first 
of month prior to publication. Type pa 4%x7% 

orhes. Yearly rates: One page, $112. oF “half. -page, 
$67.15; quarter-page, $42.50; eighth-page, $28. 


farm Implements 


eat td NEWS 
Chicago. For manufacturers, 


FARM 


. B.C, 
Bg annual directory. (A. the Tractor Field 
Book, issued annually in July. Recognized national 
paper of this field. Established = oldest in the 
field. First publication on nine out of ten lists. 
Read by most of large foreign tnplenent import- 
ers all over the world. 


Grain and Feed 


GRAIN & FEED oo CONSOLIDATED 


832 S. La Salle St., Chica A merger of Grain 
Dealers Journal (established. 1808); American Ele- 
vator & Grain Trade (established 1882) ; 
World (established 1926), and Price Cw 
bo Reporter (established 1844). Published sec- 
and fourth Wednesdays of each month. Winal 
=, close Saturday preceding publication date. 
Paid circulation exceeds 5,000; total, 6,000. op- 
erators of grain elevators, teed | grinding and mixing 
plants, field seed plants. 
These fields are reeognized es ihe largest users of 
complete elevating, conveying and power transmit- 
ting equipment, and all other equipment for the 
handling and processing of seeds and 
for the grinding and mixing of feeds. 


Hotels 


THE HOTEL MONTHLY 
950 Merchandise Mart, Chicago. Published 15th 
of month. Forms close 1st of month. 


ence by most of America’s leading hote 
subscribers represent a group directly responsible for 
the spending of ot a billion dollars yea 
ber A. B, C. and A. B. P. Write for 
reau of Cinvelations’ statement. John Willy, Inc., 
publisher. 


Industrial 


MANUFACTURERS RECORD 
Baltimore, Md. For 53 years South's leading ° 
dustrial, —— and business paper. Published 
mon thly’ 5th of month. ms close 8 


. One 
26; 48-page rate, $96; 12-page 
No commissions. Subscription price, 
8,000 copies monthly, of which 
ches executives and operative 
important industrial, railroad, 
financial, public utility, engineering and _ construc- 
tion enterprises, as well as public officials, archi- 

%, engineers, contractors and others in 

charge of the South’s important activities. About 
45,000 items are published annually in the Daily 
Construetion Bulletin, which is sent to regular ad- 
vertisers to _~ them develop Southern business and 
4 age subscription price being 
Member A. B. C. Branch offices: New York, 
cago. 


time page rate, $1 
tate, $112 
$2. 


Lumber 


AMERICAN LUMBERMAN 


Dearborn St., Chicago, Ill Established 
News of national scope embracing all branches 
of the lumber Primarily a principal's 
newsparer particularly edited for men who guide 
destinies of large enterprises. More than 100 paid 
correspondents located in the principal lumber _ 
ducing and marketing Cw supply late hap; 
ings each week. Special features provide merc! ~ 
dising ideas, legislation at Washington, transporta- 
tion matters, markets and hoe regarding lumber 
men and lumber concern Agency commission 
15%, when complete plates ‘are furnished, otherwise 
10% with 2% for cash. We invite inquiries for 
rates and surveys. 


Milk 


MILK PLANT MONTHLY 
827 8S. La Salle St., Chicago, Covers 
industry. Read by milk plant owners, 
scientific and technical staff, managers, etc. Pub- 
lished on the 5th. Forms close 15th geeesns 
page size, 7%x10. sens Gouiotien. For- 


Type 

eign and” Cana Agency 
commission, 13%, when tails“ are ob in full by 
20th of billing month. One-time page rate, $100 
half-page, $57; quarter-page, $35. Twelve times: 
page, $85; half- -page, $45; quarter-page, $26. In- 
serts 90% of earned page rate. Representatives 
New York and San Francisco. 


Non-Metallic Minerals and Products 


ROCK PRODUCTS 
380 8. Wells St., Chicago. Devoted to the pro- 
duction of cement, lime, crushed stone, gypsum, 
phosphate, sand and gravel and other rock products. 
Circulation covers 95% of ee tonnage i purchas- 
indu A. Cc. and 


lustry. 
Pulished monthiy; 4 issued etn of month. 
preceding publication — 


page, half-page, q 
eighth-page, $28; 7 times, page, 
3 Quarter-page, $55; eighth-page, $35; one-time 
rates: page, $175; half-page, $95; quarter-page, $65; 
eighth-page, $40. Rates for covers, prefe =e 
tions, inserts and color on application. New Yor 
effce, fth Ave.; Cleveland, O., 522 Citisens 


Refrigeration 


ICE AND REFRIGERATION 


435 Welles Ave., Chicago. New York office, 520 
Singer nded 1891. Published monthiy 
by a & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following fields: cold 
storage, ee gE house and allied industri 

the of national, sec 

state trade organizations. It circulates among plant 
owners, plant — architects, consulting and 
operating engineer: Forms close 15th of month 
preceding date of iseue, Mw rate, $110; three- 
page, $99; six-page, $93.50; 12-page, 50, Rates 
based on amount of oe used within 12 months. 
Type age, 7%x10% inches. ey sworn, 
net paid. 6,085." Subscription ‘pri per annum. 


Roads and Streets 


ROADS AND STREETS 
has been the leader for years in advertising volume. It 
double the of nearest 


the highway construction and maintenance market. 
This $1,000,000,000 market is now showing the quick- 
est recovery. The twice-a-week construction reports 
published and sent to the advertisers of Roads and 
Streets tell the story and show construction equipment 
and material manufacturers where this money is be- 
ing spent. Write for a sample copy of these con- 
struction reports. Gillette Publishing Company, 400 
W. Madison St., Chicago, Ill. 


Seed 

SEED WORLD 
825 W. Huron S8t., Chicago, Tl. Consider the seed 
trade and associate lines, serving more than forty-one 
million customers. farmers and suburbanites. Seed 
World reaches retail. wholesale and mail order seed 


nurserym: 


cultural requirements. reader 

shows this to be an annual hundred million “follar 

market. For ill icides A --- ides 
Publish- 


Monday preceding e, 7x10. One-time 
page rate, $110; 26 times, $75. Agency commis- 
sion, 15%. Subscription price, te 
sample copy, rate card, circulation statement and 
copy of survey. Pu also annually Seed Trade 
Buyers’ Guide and Directory. 
Telephone 

TELEPHONE ENGINEER 
(International Technical Journal.) 185 N. Wabash 
Ave., Chicago. Only monthly serving entire telephone 


ing hardware, tractor equip- 
ment, engines, lubricants and motor trucks. 


Tesued 
bi-weekly, ursday. Closes 10 days preceding 
Type page size, 7%x10%. One-time rate, AL 
Member A. B. C. the 


only national paper 
general tractor field. Far in the lead on tractor 
equipment advertising. Read by all tractor 

facturers. Has national jobber and distributor: rs 
culation. Dealer circulation covers best ter- 


tractor 
are. Also issues Tractor Field Book, annual 
uly. 


expositions 


Jan. 15-17. Western Hardware 
Show, Convention Hall, Kansas City, 
Mo. Louis W. Shouse, secretary. 

Jan. 22-25. American Road Build- 
ers Association convention and ex- 
hibit, Washington, D. C. 

Jan. 28-30. 41st Annual Meeting 
American Society of Heating & Ven- 
tilating Engineers, Hotel Statler, Buf- 
falo, N. Y. 

Jan. 27-Feb. 2. National Sand & 
Gravel Association, Manufacturers 
Division, Chicago. V. Ahearn, 951 
Munsey Bldg., Washington, D. C. 

Jan. 27-Feb. 2. National Crushed 
Stone Association, Chicago. J. R. 
Boyd, 449 Munsey Bldg., Washing- 
ton, D. C. 

Feb. 6-8. 29th Annual Meeting The 
National Paving Brick Association, 
Claypool Hotel, Indianapolis, Ind. 
George F. Schlesinger, secretary. 

Feb. 11. Third National Knitwear 
Industrial Exposition, Grand Central 
Palace, New York. A. B. Coffman, 
manager. 

March 5-8. Fifth Packaging Ex- 
position, Palmer House, Chicago. 


March 11-15. 12th Annual Meeting 
American Society of Bakery Engi- 
neers, Edgewater Beach Hotel, Chi- 
cago. Victor E. Marx, secretary. 


April 8-13. 11th Southern Textile 
Exposition, Greenville, S.C. 


April 22-26. 31st Annual Knitting 
Arts Exposition under auspices Na- 
tional Association of Hosiery Man- 
ufacturers, Commercial Museum, Phil- 
adelphia. 


May 6-8. Master Boiler Makers’ As- 
sociation, Chicago. A. Stiglmeier, 29 
Parkwood St., Albany, N. Y. 


May 20-21. Annual Convention 
Heating, Piping & Air Conditioning 
Contractors National Association, Ho- 
tel Gibson, Cincinnati. 


May 20-23. National Association 
Purchasing Agents and Information 
Show, New York. G. A. Renard, 11 
Park Place, New York. 


June 24-28. 38th Annual Meeting 
American Society for Testing Mate- 
rials, Book-Cadillac Hotel, Detroit, 
Mich. ; 


Sept. 10-21. Machine Tool Exposi- 
tion, Public Auditorium, Cleveland, O. 
W. P. Kirk, chairman, 1220 Guaran- 
tee Title Bldg. 


Sept. 16. Seventh Midwest En- 
gineering & Power Exposition, Chi- 
cago. G. E. Pfisterer, managing di- 
rector, 1 N. La Salle St. 


extra. 


and size of 


budget. 


directors in 


CINCINNATI 
CHICAGO 


Advertising Budgets.”* 


CLEVELAND 
MILWAUKEE 


firms. 


401 Industrial Advertising Men 
Said—“GREAT STUFF!” 
(You Would, Too) 


Last month 401 N.LA.A_ers got their copies of our latest report: “A Survey of 1934 Industrial 
It went with their valued memberships . . . didn’t cost "em a penny 


Here’s another of the many convincing reasons why you should cast your lot with the N.I.A.A. 
It will be a better lot, too. Ask any man Jack of us. 


The Industrial Advertising Budgets survey is a composite picture of the advertising plans of 
79 leading industrial firms during 1934. It has all expenditures classified by types of media 


This survey can be used as a yardstick to guide the advertising manager in preparing his own 
It tells him— 


What other industrial companies as a whole are doing 


‘What other industrial companies in his own sales volume group are doing 


What forms of advertising are used most and likely to be most productive 
Whether or not his various expenditures are out of balance with each other 


AN OLD NIAA SERVICE 


approving budgets. 


The surveys have been conducted over a number of years, except for one, thus giving a general 
trend as well as a close-up picture of the present. 


Besides being of service in preparing budgets, these surveys are of interest to executives and 


WHAT IT CONTAINS 


In detail, the 1934 survey reveals: 


1. Table showing comparison with previous surveys issued in 1929, 1931 and 


1932 


_ 2. General summary of 1934 survey 


3. Tables showing data broken down by nature of product including (a) Raw 
Materials, (b) Accessory Products, (c) Plant equipment, (d) Supplies 
4. Tables showing data broken down by sales volume of companies in six groups 


5. Comments by the committee 


Chapters In: 
NEW YORK 


PHILADELPHIA 


There are other important studies underway. The only way you can be sure of getting them 
is to become a member of the N.I.A.A. It costs less this way, and you acquire full 
ing rights in the association along with these altogether helpful reports. 


Improve your work; improve your chances for the future; know, for your own sake, what’s 
going on all the time in industrial advertising and marketing. The way lies through a mem- 
bership in the NIAA, either as a chapter member or a member-at-large. Apply now with. . 

*Miss Brown, take a letter to the N.I.A.A.” 


ull participat- 


“Sponsored by N. I. A. A. Conducted by 
Engineering Advertisers Association (Chi- 
cago Chapter of N. I. A. A.) Budget Survey 
Committee. Price to non-members $1.00. 
Write for your copy of this helpful report. 


National Industrial Advertisers Association, Inc. 


537 SOUTH DEARBORN STREET, CHICAGO, ILLINOIS 


PITTSBURGH 
ST. LOUIS 


THE NIAA HELPS YOU KNOW YOUR WORK AND WORK YOUR KNOWLEDGE! 
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A.B. P. SURVEY 
SHOWS BUSINESS 
OUTLOOK BRIGHT 


New York, Jan. 3.—A continued 
improvement in volume, with profits 
depending largely on efficient man- 
agement, is seen for the first quarter 
of 1935 by editors of the 125 business 
papers which are members of the As- 
sociated Business Papers, Inc. The 
A. B. P.’s annual survey has become 
such a significant business index 
that the results were reported by the 
Associated Press this year. 

Higher operating costs caused by 
advances in wages and materials 
point to a demand for modern 
equipment, in the opinion of the edi- 
tors. Operating executives have 
realized for some time that much of 
their machinery is obsolete, but cur- 
rent conditions are likely to force 
them to remedy this situation, if 
profits are to be achieved. 

The upward movement of retail 
sales will be continued, with the diffi- 
culty of getting adequate margins be- 
coming a still greater problem than 


heretofore. Textile production for 
1935 is expected to run 10 per cent 
above last year. Shoe production, 
fairly immune to depressions, will 
duplicate the 1934 record of having 
run only 10 per cent behind the 1929 
peak. 


Steel Plants Busy 


' Steel operations already have re- 
sponded to pressure from the auto- 
motive industry and have reached 
the highest mark in the last year or 
two. Automobile manufacturers are 
leading the parade back to pros- 
perity, and the New York and other 
shows are expected to give a fillip to 
this line. 

Possibly the best news reported by 
the A. B. P. is that in the building 
industry, at least as far as resi- 
dence construction is concerned, a 
sensational gain, reaching a maxi- 
mum of 200 per cent over 1934, may 
be expected. Remodeling is also ex- 
pected to provide activity for the 
building trades. Public works plans 
are somewhat vague at present, but 
the administration’s evident inten- 
tion to pursue the course laid down 
in 1934 is regarded as a favorable 
omen. 

An upward trend is predicted in 
airplane engine and accessory pro- 
duction. Startling advances made in 
conservation in the power field will 
bring further pressure to bear on 


executives to modernize plants. The 
annual power waste is placed at 
$600,000,000 by one expert. 

The radio industry made an amaz- 
ing comeback in 1934 with 4,700,000 
receivers put in the hands of the 
public and it expects 1935 to be just 
as good. 


Electrical Load Heavy 


The electrical industry enjoyed a 
good year in 1934 in spite of disturb- 
ing influences in the form of exces- 
sive taxation and unfavorable legis- 
lation. The national load is now 
within six per cent of the prosperity 
maximum. A slight additional in- 
crease will require purchase of new 
equipment. 

The chemical industry, continuing 
to make history with new processes 
and products, has allocated $100,000,- 
000 for new plant construction in 
1935. The metal-working industry 
is hopeful after a disappointing year, 
placing special dependence in the 
program for equipment purchases for 
government arsenals and navy yards. 

In the engineering construction 
field, pressure for elimination of 
grade crossings is expected to create 
a large volume of work. 


Reduces Rates 
Liquor Store and Dispenser, New 
York, has reduced its rates for both 
black and white and color pages. 


-~for the year 1934 


STEEL shows a gain in number of pages 
of display advertising as follows — 


STEEL 
Publication “B” 


STEEL Yearbook issue of January 7, 1935 shows 
a gain of 56% in display advertising pages 
over the Yearbook issue of January 1, 1934 
—(and a gain of 120% over the Yearbook 
issue of January 2, 1933) —which is indic- 
ative of the continuing upward trend for 1935. 


STEEL continues to be the fastest growing publication 
in the iron, steel and metalworking field. 


There's a reason, of course — 


“Editorial excellence plus sane distribution’’ 


As compared to 
1933 1932 


+45% + 2% 
+28% -—19% 


PRODUCTION ¢ PROCESSING « DISTRIBUTION ¢ USE 


FOR FORTY-EIGHT YEARS—IRON TRADE REVIEW 
CLEVELAND 
NEW YORK e PITTSBURGH e CHICAGO © WASHINGTON e LONDON 


Pages 
1934 1933 
: Industrial Group 
American Architect....... 12 ® 


American Builder and 
EE BMS des cvciees 19 17 
American Machinist (bi-w) - 100 


Architectural Forum...... 24 
Architectural Record..... 37 31 
Automotive Industries (w) 60 54 
Bakers’ Helper (bi-w).... 105 110 
Brick & Clay Record(bi-w) 12 7 
Bus Transportation ...... 34 28 
Ceramic Industry......... 23 16 
Chemical & Metallurgical 

TORGIROOTINE cccccccsccce 97 67 
CD TOD 5 cecieds'ceseesers 87 55 
Confectioners Journal..... 30 36 
Construction Methods..... 33 16 
ES Ae 90 73 
Electric Traction ........ 10 8 
Electrical South .......... 9 7 
Electrical West .......... 21 12 
Electrical World (w)..... 190 89 
Engineering & Mining 

PORE. cv ccevertnvecess 43 24 
Engineering News-Record 

RR rrr ae 116 109 
Factory Management & 

Maintenance ........... 70 54 
POOE TNAUSEKIO“. oo. sscsice 42 33 
Heating Piping & Air Con- 

ditioning ey Pera er 34 26 
Heating & Ventilating 

PERMOBING 2s erccreccees 20 16 
The Iron Age (w) chenvaws 197 163 
Machine Design .......... 26 19 
CROCE eT eee Te 97 71 
Marine Engineering & 

Shipping Age .......... 33 26 
OR eae 71 40 
BE TIE. ck Gre hace ees 52 29 
National Petroleum News 

es re ee 83 84 


National Provisioner (w). 130 118 
Oil & Gas Journal (w).. 197 171 


The Paper Industry...... 35 30 
Paper Trade Journal...... 88 78 
WORSE POMMEE oc cccccscce’s 17 22 
ik mh gy BRUM EREE SITE 26 17 
DD xk e8.bs-00b86% 4080 aeae 7192 4153 


DECEMBER ADVERTISING VOLUME FOR INDUSTRIAL, 
TRADE AND CLASS PAPERS 


Publications unless otherwise indicated are monthly. 


Pages 
1934 1933 
Power Plant Engineering. 65 43 
EE RE arr 53 53 
Railway Age (W)......... §346 129 
Railway Purchases & 

DE i¢6eé08 6404.00 02 90:6 33 25 
Roads & Streets.......... 28 27 
Rock Products ...escccces 38 25 
Southern Power Journal... 27 24 
eS rrr rrr 112 83 
TOmtilo WOFke ooccsccesces 112 101 
Water Works & Sewerage 14 9 
The Wood-Worker ....... 24 25 

WHE. cccckadercaenceres 3363 2577 


Trade Group 
American Druggist ...... 47 53 


American Exporter ...... 127 93 
Automobile Trade Jour- 

GER ca vacpeane tenueseear 47 43 
Building Supply News and 

Home Appliances ....... 6 6 
Commercial Car Journal... 26 21 
Domestic Engineering.... 56 52 
Farm Implement News.... 33 25 
Hardware Age (bi-w).... 67 49 
Jewelers Circular ........ 33 36 
Ween Sos ewile £5080 0% 4040% 56 46 
Southern Automotive Jour- 

Ee. such Gaceus Care wo Bhi ee 27 23 
Southern Hardware ...... 32 34 

TOR oss 600:00408 0055000 557 471 

Class Group 

American Funeral Director 43 39 
Dewmtal DUP VOR. isi ceccsaccs 88 77 
Hospital Management..... 19 22 
DEGCRS TEOUMERED voc cccceers 26 32 
National Underwriter (w) 161 161 
eo WB er 99 94 
TeAMa Wort CwW)...esece 65 77 

BNR s Fh.0:6s 6 6ossteccesee 501 502 


*No issue. 

*Two issues. 

tFive issues. 

§Dec. 1 issue special. 


DEALERS GIVEN 
THE VIEWPOINT 
OF CUSTOMERS 


Waterbury, Conn., Jan. 2—In a 
new campaign recently launched, the 
Chase Brass & Copper Company is 
endeavoring to give the plumber the 
consumer’s viewpoint and to show 
him how this will establish stronger 
bonds of loyalty between his cus- 
tomers and himself. 

Featuring copper tube and sweat 
fittings, the copy is handled in bal- 
loon style. It contrasts the attitude 
of householders toward the plumber 
who uses old methods and permits 
recurrence of trouble and toward the 
modern plumber who gives good 
advice. It indicates that a germ for 
future complete installations when 
new building starts can be planted 
in present repair jobs. 

This series of advertisements is 
appearing in Domestic Engineering, 
The Ladle and Plumbing and Heat- 
ing Trade Journal. Fuller & Smith 
& Ross, Inec., New York, is the 
agency. 

First copy in the series pointed 
out that good advice never lost a 
prospect but has won many a life- 
long customer for master plumbers 
and in explaining the advantages of 
Chase all-copper sweated jobs, one is 
selling more than just labor and pipe 
—absolute satisfaction. Expressing 
the philosophy of the campaign, it 
continues: 

“That’s why thousands of business- 
headed plumbers lift themselves out 
of competition on a job by recom- 


1S A SATISFIED CUSTOMER 


f THE WORLD'S BEST PLUMBING AD-- a 


mene ae 


CHASE COPPER TUBE sno SWEAT FITTINGS 
CHASE BRASS & COPPER CO. 
hes f end ne, 


mending Chase Copper Water Tube 
with Chase ‘tailored-to-fit? Sweat Fit- 
tings. They know a satisfied cus- 
tomer is a lifelong customer—the 
best plumbing ad on earth.” 


1934 Business 
In Industrial 
Papers Up 26% 


Chicago, Jan. 3.—Industrial papers 
closed the year 1934 with a gain in 
advertising volume of 26.1 per cent 
over 1933, figures released today re- 
vealed. Fifty papers reporting car- 
ried 39,896 pages during the last 12 
months, compared with 31,638 pages 
in 1933. The gain for December 
issues reached 30.5 per cent. 

Twelve papers in the trade group 
increased their business 22.5 per 
cent for the year, with 9,174 pages in 
1934 against 7,486 pages in 1933. 
Business in December issues showed 
an increase of 18.2 per cent over the 
corresponding month of 1933. 

The class group, with seven papers 
reporting, closed the year with a gain 
over the previous annual period of 
nearly two per cent, carrying 5,770 
pages in 1934 and 5,660 pages in 1933. 
The figures for the months of De- 
cember held about even. 

The number of pages of advertis- 
ing carried during November, 1933, 
in Oil and Gas Journal was 121 in- 
stead of 212 as shown in the tabula- 
tion last month. 
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of the 
AUTOMATIC HEAT 
and AIR CONDITIONING field 


Tue patomate nent and - condition- 
ing field has 
force and Rey influence, specialty” d 


ers, peter bd 
MANY FIELDS, attrac 
bilities of automati 
conditioning. 
These dealers 
jums at ‘at high po gy 
MA ty HEAT and AIR t CONDITIONING, 
cov 


meted by class, FROM 


ted, aggressi dien read 
UTOMATIC HEAT and AIR” OONDIL 
TIONING. 
AUTOMATIC HEAT and AIR CONDITIONING 
1900 Prairie Avenue Chicago, Hiineis 
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